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Official Notice 


To All Members of the National 
Retail Credit Association 


You are hereby notified that the 
47th Annual International Con- 
sumer Credit Conference of the 
National Retail Credit Association 
will be held in the city of Miami 
Beach, Florida, June 3, 4, 5, 6, 
and 7, 1961, for the election of 
officers and six directors-at-large; 
and the ratification of the direc- 
tors elected by the respective dis- 
tricts, also the installation of 
officers and directors and the 
transaction of such business as 
may properly come before the 
meeting. 


Officers Whose Terms Expire: 


President, Earle A. Nirmaier, 
Newark, New Jersey; First Vice 
President, Leonard A. Brum- 
baugh, Phoenix, Arizona; Second 
Vice President, Fred R. Hachtel, 
Milwaukee, Wisconsin; and Third 
Vice President, Dewey D. God- 
frey, Charlotte, North Carolina. 


Director's Terms Expiring in 1961: 


The terms of the directors for 
Districts 1, 2, 3, 4, 5, 6, and 7 and 
six directors-at-large expire at the 
Conference. The directors elected 
by Districts 1, 2, 3, 4, 5, 6, and 7 
will be ratified and installed for 
two-year terms and six directors- 
at-large will be elected and in- 
stalled for two-year terms. 


WituiaM H. Biake 
Executive Vice President 


Attest 


Artuur H. Hert 
Secretary-Treasurer 


CREDIT WORLD May 1961 





editorial 


Select 


e ‘ 
(esmmnittoc 


= 
Onsumer 


Gn ferests 


&\ 
CREDIT WORLD May 1961 


ry.HE CONSUMER is again becoming the focal 
point of attention by the Administration and 
Congress. 


An Associated Press story appearing in the 
Washington Post stated that President Kennedy 
would soon establish a White House office to 
represent consumers’ interests. The name of Dr. 
Persia Campbell was suggested as heading the post 


Senator Maurine B. Neuberger placed the story 
in the Congressional Record and gave her sup- 
port by introducing Senate Resolution 115. The 
Resolution would create a Select Committee 
on Consumer Interests composed of fifteen Sena 
tors ‘to conduct a continuing comprehensive study 
by means of research and investigation into the 
nature and extent of over-all economic problems 
of the consumer as the ultimate spender of 
personal income.” 


Senator Estes Kefauver plans to reintroduce his 
bill to establish a Department of Consumers, 
with Cabinet rank, in order to secure within the 
Federal government effective representation of 
the interests of the consumer. He reports that he 
has cleared his last session's bill, S 1571, with 
the President and has incorporated this thinking into 
the new proposed bill. 


Senator Paul H. Douglas reintroduced his 
“Truth in Lending Act,” Senate Bill 1740 on 
April 27, 1961. Some changes have been 
made in regard to ‘‘terminology,’ but basically it 
is the same 


Consumer Credit Managers should become famil 
iar with the contents of these bills. As these 
respective measures are introduced, copies may 
be obtained free by writing the Senate Document 
Room, Congress of thé United States, Wash 
ington 25, D. C., or your Congressman 


LS When A Blok 


Executive Vice President 


NATIONAL RetarL Crepit ASSOCIATION 





To Credit = = 


Or Diseredit 


ROBERT F. STURDEVANT, Credit Promotion Manager, The Crescent, Spokane, Washington 


President, District Ten, National Retail Credit Association 


“TO CREDIT the business-creating medium that 
moves the commerce of the world. And to the men and 
women of credit, who control and administer this mys- 
terious and benevolent force with wisdom and under- 
standing. Though they cannot see it, or feel it, they have 
created with it a new and better world undreamed of 
only a century ago.” 

This was a toast written by R. L. Riggin, Sales Promo- 
tion Manager, The Crescent, Spokane, Washington, espe- 
cially for the Golden Anniversary Banquet of the Spokane 
Retail Credit Association. 

Credit men and women everywhere have earned the 
right to be proud of their profession. Yet, it is understand- 
able that all people may not be so favorably impressed 
as we are with this tremendous mediuni—CREDIT. Even 
so, they too will have to admit that it moves—it creates— 
it employs and it provides for millions of people through- 
out the world. 

However, most of us will agree—there is a great deal 
to be done to improve our “Public Image”. This does not 
mean just talk about it—expounding only on credit’s be- 
nevolent virtues—but, do something to correct the im- 
perfections of our practices. 

Let us start at the beginning by analyzing the record 
of a new applicant for credit. Do you extend credit to 
this person, who by his record, has established he is 
consistently slow in paying his accounts, on the theory, 
“If I don’t sell him, someone else will’? How then, will 
he ever learn the value of good credit, as long as he can 
obtain credit anywhere and change your credit policy 
to suit his convenience? 

If you are no longer a “tenderfoot” in this business, 
you have already discovered you cannot collect from a 
“deadbeat” just because you think you are a better credit 
manager. 

Another applicant's credit record discloses he has been 
declared bankrupt. Although bankruptcy is a legal proce- 
dure, I do not agree that an individual who has taken 
“the cure” is a good credit risk merely because he has 
been excused from his past financial obligations. His 
moral obligation still exists. In extending credit, remember 
—of the Four “C’s’*—CHARACTER, or lack of it, is ex- 


tremely important! 


“Easy Credit” has probably done more to sabotage our 
public image than any other thing. For example, an ap- 
plicant has so far maintained a good credit record but is 
tottering on the brink disaster, because he has reached 
his credit saturation point. You won't know this without 
a credit report. But, what about his future credit record? 
This is the fellow who can really put a smudge on credit’s 
public image! This is the fellow who will severely take 
you to task for presuming to know more about his business 
than he does. This is also the same fellow who will pub- 
licize the fact his creditors overloaded him with “Easy 
Credit” and forced him into bankruptcy! As to the latter, 
although we may be reluctant to admit it, the man may 
be right! 

“Have a little guts; business is not so bad we have to 
extend credit to everyone”. So instead, say to this fellow: 
“We do not believe it would be in your best interest, 
at this time, to add further to your financial obligations”. 
He may not thank you for it, but if he has “Character” 


there is a good chance you will alert him to a crisis which 
he will then have sense enough to avoid. Later. although 
he may not say it to your face, he will be grateful! 

So far, reference to our public image has dealt with 
new customers—we certainly owe an equal obligation to 
our old ones 

Can anyone honestly complain if we ask that our ac 
counts be paid when due? The answer is NO, provided 
we are consistent. A credit manager who is lax about 
collections faces a lot of opposition when he decides to 
cinch up his collection program. It goes without saying 
that those customers experiencing temporary financial 
difficulties who come in to talk it over, should be granted 
every consideration. 

If you can do a favor for a new customer by not ex- 
tending to him—why shouldn’t you do the same for an 
old one? At the end of the year, many accounts you charge 
off are with customers who have had an account for a 
long time. Except for a few with unusual circumstances, 
you and others have contributed to this unhappy situa- 
tion by extending too much credit. 

However, all is not lost at this point—every credit as- 
sociation should provide a credit counseling service to 
advise those in debt and for those in more desperate cit 
cumstances, facilities for pooling accounts 

Although we have been unsuccessful in restraining all 
those who should have been, what better deed can we now 
perform than to try to help these people out of their 
financial dilemma? If we acknowledge and share the 
responsibility for getting them in, let us do likewise in 
getting them out. 

I believe this can be one of ou greatest contributions 
towards improving our public image. I do not mean to 
improve it for the sake of making ourselves seem im 
portant but for the sake of wanting to help those who 
need help. 

When we cons ientiously and unselfishly do these things 
we cannot but help improve our position throughout the 
country. This will automatically provide a background of 
accomplishment with which to combat credit controls 
and credit legislation presently being seriously considered 
by state, provincial, and national governments. 

It will be understood we are not magicians with a 
crystal ball—we cannot know about all things at all times 
We may make more than our share of mistakes. We can 
not save or salvage everyone who becomes financially in 
volved any more than a highway patrolman can keep 
everyone from having an accident, but we do owe an 
obligation to ourselves, our profession and our customers 
to TRY! 

Do not forget the Golden Rule. It applies to credit too 
and here are a few other rules which may be worthy of 
consideration: 

Be careful in extending credit to those undeserving of 
the privilege. Be fair but persistent with those who are 
slow to pay. Be considerate of those who acknowledge 
their plight and request your help and understanding 
Be honest with those who attempt to assume excessive 
financial burdens. Be a friend and counselor to those who 
feel they are hopelessly involved. (You may have con- 
tributed to the financial problems.) Be thankful your credit 
knowledge and experience can serve others—than your- 
self xkk* 
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M y Theories 
on Collections 


| atige the world over are basically the same. Credit 

work, especially collections, is very close to humanity 
and provides an opportunity to meet all kinds of people 
There is always something new and fascinating. 

Collections in the Consumer Credit Department of a 
Canadian Bank comprise the same problems as a depart- 
ment store in Texas, a dentist in New England or an ap 
pliance dealer in California. People are still people, with 
the same attitudes, difficulties, unemployment, domestic 
upheaval and illness. 

Statistics show that 95 per cent of the population want 
to meet their obligations promptly. Only 5 per cent will 
be slow and some will reach the point of downright eva- 
sion. Your collection policy will, to some extent, be deter- 
mined by the steps taken to screen that 5 per cent from 
your accounts at the time of authorization. No one is 
infallible and some poor risks will inevitably slip through 
Misfortune may strike anywhere. The application which 
appears to have the best chance of success, will sometimes 
go wrong. The collector must accept the facts as they 
stand and begin the task of recovery. 

The Goal of Settlement 

Most accounts, opened by customers who have consid- 
ered their requirements and planned repayment, run 
smoothly on a preestablished course to completion. Some- 
times, for a variety of reasons, the path leads down and 
down, with the humps and twists of a ski run, to the very 
bottom of the slope. Your task is to direct your debtor 
as he herringbones up that long climb to the goal of 
settlement. 

The collection department is fortunate when it has the 
policy of taking a complete credit application, confirmed 
by the Credit Bureau report, supplemented as required 
by bank reports or a property search. This application 
contains the tools with which to work. Statistics, main- 
tained within the department, the age analysis and re- 
covery percentages, are the yardstick with which you 
measure your progress. 

When you receive the account, preliminary steps have 
already been taken, by routine notices and in some cases, 
telephone calls. Review the situation and know the whole 
story. Does your information tell what happened to Johnny 
Profit? Note any changes. Has there been returned mail? 
Perhaps a strike has played havoc with his line of work 
Is his employment seasonal? Question, questions, ques- 
tions. No satisfactory answer was found in the preliminary 
stages. Only when you have assembled all available in- 
formation, are you ready to start the long climb back. 

The collector's best friend is the telephone. You can 
actually talk to your customer and have thus opened a 
door to recovery. No matter how black it looks, he is 
still your customer and he may still be Johnny Profit, if 
not for you, for your competitor. Remember too, he is 
still a human being. He talks, he has friends and business 
and social associates. Sometimes it is hard, but remember. 

Start by calling him up, or call his wife, Jennie Profit. 


From The International, March-April, 1961, Credit Women’s Breakfast 
Clubs of North America. Reprinted by permission 
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MARY F. DAVIDSON 


Collection Supervisor, Personal Loan Department 
The Canadian Bank of Commerce 
Toronto, Ontario, Canada 


She spends most of his money anyway. When you have 
identified your party, announce yourself. Right away, she 
is on the defensive, for she knows why you are calling 
Disarm her. You ask, “What can we do to help you ar- 
range settlement?” 

Whether your customer has been a victim of circum- 
stances, is overloaded due to poor judgment, or even an 
out and out dead beat, assistance is really needed. Often 
an approach on this tone will bring an explanation on 
the’ basis of which you can suggest a method of recovery 
Pride can be an important ally. 

It is a collector's business to know what facilities are 
available. Can you help discover a means of reducing 
overall debt by realizing on assets? To reduce the monthly 
commitment, perhaps you can suggest a debt consolida- 
tion. If your company does not offer this accommodation, 
know where your debtor can apply. Can you offer an- 
other type of account, more suitable to his situation? 
A department store might, for example, suggest convert- 
ing a charge account to a revolving credit or a budget 
account. 

It is not always easy and when it becomes obvious 
that there is no means of substantially reducing the 
amount, we must start to whittle away. Evaluate closely 
what he can pay. Help him budget. Work out a schedule 
and watch for the first sign of deviation. It may take a 
long time, but as he works it out, his position may im- 
prove. Periodic reviews will show when the rate of pay- 
ment can be increased. Be sure that your debtor under- 
stands that his performance during the trial period is the 
basis on which you can grant further time. Appeal to 
self interest. Our program of credit education for the 
public is paying off. People know that they must pay 
promptly to enjoy the privilege of credit. 

Customer's Confidence 

You-must have your customer’s confidence. Then, he 
will tell you his plans, dreams, if you will, but most of 
them do have a program. You want to direct as much as 
possible toward payment of your debt. First come, first 
paid. If property is to be sold, take an irrevocable direc- 
tion. Perhaps you can take security for your debt by a 
land or chattel mortgage. This will prevent dissipation of 
assets, when you must accept extended terms. You might 
take an assignment of earnings, of money due from sale 
of goods, an inheritance, or on completion of a contract 
Have patience and persistence in determining possible 
means of recovery and act on your information in a fair 
and businesslike manner. 

A personal chat in your office or by telephone is not 
always practical. The collector must know how to write 
a letter that will come close to accomplishing the same 
result. Your purpose is exactly the same and we must 
learn to create an atmosphere of confidence. 

Many people find it difficult to put words on paper. 
Make it as easy as possible for your customer. Forget 
the stiff formal terms, the technical jargon of the trade. 





Write the language he knows, invite his reply in definite 
terms by a specific date and open the way for settlement. 

A good collector knows local conditions. The district 
in which your debtor lives will give an indication of the 
living standard. You can estimate transportation costs. If 
a local industry has shut down or relocated, you should 
know the opportunity for reemployment in the neighbour- 
hood or if many will find it necessary to move. Economic 
trends have a bearing on continued employment, a req- 
uisite for an arrangement for extended terms. With the 
best of intentions, recovery is a long hard climb, and 
we do not always have the best intentions. 

Among your debtors is a small percentage who will 
pay only it forced. Collection policy is never vindictive. 
We are collecting money, not enemies. It is a straight 
case of cause and effect. This situation calls for further 
review. What avenues are open to you? 

Repossession? Fulfil the legal requirements, as, for 
example, notice to the debtor that he will be held liable 
for deficiency after resale, and then act firmly, in a busi- 
nesslike way. 

Court Action? If judgement is signed, will your position 
be improved? You must know your laws. With judgement 
you may be able to garmishee wages. But this is not a 
solution in every case, even if your party is steadily em- 
ployed. He may be a commission salesman, a partner in 
the business, a civil servant. Sometimes, garnishment is 
cause for dismissal. 

Are there assets which may be seized? That 1961 car 
may already be pledged to a finance company. Have you 
searched the registry office? Your laws may permit an 
execution against property that your debtor owns. Have 
you the true picture? If prior claims are registered, the 
equity may have evaporated. 

Have you checked with the Credit Bureau to see if 
the picture has deteriorated since your advance was 


made? There is no point in accumulating legal costs with 
no possibility of recovery. When you find that the situa- 
tion is hopeless, write it off and spend your effort where 
collection is possible. However, you may decide that the 
publicity of a writ will be sufficient to bring payment. Your 
debtor knows that failure to pay, will make it difficult 
to obtain future credit. 

When you have made an honest evaluation and have 
decided to sue, place the account with a lawyer in 
whom you have confidence, and step aside. Do not cloud 
the issue, if the debtor comes running with new promises 
Simply instruct him to see your lawyer, who will refe1 
the arrangement to you for approval. When you have 
taken court action, take advantage of every facility at 
your disposal to recover or living security within your 
reach. These are the accounts that you wish to weed out 

It may be that Johnny Profit has disappeared. Tracing is 
a time consuming job and many find it profitable to use 
a professional skip tracer or the locating service of you 
Credit Bureau. Preliminary check of directories and ref- 
erences will be done in your office but an outside agency 
has an advantage over individual effort. You are not the 
only creditor. By pooling information, better results are 
often possible. 

In some companies, it is the policy to use the services 
of the collection department of the credit bureau. This 
provides the shock effect of third party collection. People 
know that this will reflect in their credit record. Careful 
choice of an agency is important and you should know 
their policies. This is still a debt to your company and 
the actions of your collection agency will be attributed 
to you. 

Collections! I have only skimmed the surface. Yes, | 
love them. It can never be routine. People are always the 
same, yet ever individuals. They will try your patience 
and tax your ingenuity. xk 





Program 
40TH ANNUAL CONFERENCE 
DISTRICT 10, NRCA 
Victoria, British Columbia, Canada 
May 14-16, 1961 
SATURDAY, May 13 
:00 a.m. 10th Dist. NRCA Pre-Conf. Board Meeting 
ACBofPNW Pre-Conference Board Meeting 
2:15 p.m. 10th Dist. Bd. of Directors’ Luncheon 
ACBofPNW Trustees’ No-Host Luncheon 
2:00 p.m. Above Board Meetings reconvene 
2:30 p.m. “Squash Mtg’—ALL CWBC Club Presidents 
and Vice Presidents. 
:00 p.m. CWBC Pre-Conference Board Meeting 
8:30 p.m. “Barron’s” Victoria~ALL CWBC 
SUNDAY, May 14 
7:30 a.m. CWBC “No Host” Dist. Presidents’ Breakfast 
9:00 a.m. CWBC General Conference Sessions 
10:00 a.m. Spl Mtg—ACBofPNW Dist. & Regional Divi- 
sion Chairman of PMPM 
:00 . Spl Mtg—PNW Dist & Regional Chmn. and 
Regional Co-Ordinators & Seniors 
2:15 p.m. CWBC Luncheon 
:30 p.m. Local Credit Associations’ Workshop 
2:00 p.m. CWBC General Conference Sessions 
ACBofPNW Annual Business Meeting 
5:00 p.m. Canadian Credit Bureaus’ Meeting 
:00 p.m. CWBC Installation Banquet 


8:00 p.m. ACBofPNW Post-Conf. Board Meeting 
Spl Mtg—New CRD and CSD operators and/ 
or Managers, ACBofPNW 
9:00 p.m. CWBC Post-Conference Board Meeting 
MONDAY, May 15 
8:00 a.m. Annual Conf. Breakfast-ALL DELEGATES 
9:45 a.m. Gen’ Conf. Assembly—ALL DELEGATES 
“Positive Approach to the Negative Account” 
(Story of debt counseling by panel of ex- 
perts from Seattle, Tacoma, and Spokane) 
Arthur Ackerman, Tacoma, Moderator 
5 p.m. Luncheon—All delegates 
Chairman: Robt. Sturdevant, Pres. 10th Dist 
10th Dist. Annual Business Meeting 
p.m. Individual Trade Group Meetings 
p.m. Group Meetings adjourn (or as desired) 
5:30 p.m. Annual Meeting—Northwest Credit Council 
‘UESDAY, May 16 
:00 a.m. 10th Dist. Board of Directors’ Breakfast 
10th Dist. NRCA Post-Conf. Board Meeting 
:00 Group Meetings resume 
:15 . Luncheon—All delegates 
Chairman: N. W. McGinty, Pres. ACBofPNW 
Speaker: Rev. Wm. Hills, Cadboro Bay, B. ( 
. Group Meetings resume 
. Group Meetings adjourn (or as desired) 
. Annual Banquet and Dance—All delegates 
Chairman: H. L. (Bert) Matthews, General 
Conference Chairman 
Presentation of Awards 
Entertainment 
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The Challenge 


of the 


Mature Consumer 


(From BUSINESS WEEK) 


ryyHE AMERICAN PEOPLE 
| have tossed industry its tough- 
est challenge yet. In the decade 
and a half since World War II, 
people have acquired a new ma- 
turity. And a mature market calls 
for mature selling. 
BUSINESS WEEK'S 
probe into the public’s private tem- 
per (BW—Nov.19'60,p128) uncov- 


ered plenty of reasons for the cus- 


recent 


tomer’s lack of zest. In a sense, the 
1960s are competing with the pros- 
perity of the last decades. Many 
people—though by no means all— 
have satisfied their basic needs. 
They have developed a surer sense 
of what they need and a greater 
canniness in shopping for it. 

e Demand for Services — The ma- 
ture postwar family has reached a 
It has learned that 


some things take precedence over 


critical point. 


goods. They can forgo a new car, 
a new house, or a new boat to put 
the money into their children’s edu- 
cation. They are looking beyond 
goods to the services that will let 
them enjoy their possessions. This 
is the decade, predicts marketing 
consultant James M. Vicary, when 
demand for services will bloom. 
The drama of the market place 
is being staged against an ominous 
backdrop—and consumers feel this. 


\ growing sense that these are 


perilous times intensifies the yearn 


° . P , s 
ing for security. Savings, like serv: 
ices, are 


dollar. 


claiming more of the 
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Finally, there are some new ques- 
tions. Maybe, people are beginning 
to feel, they have been taking the 
wrong tack in their search for the 
good life. Maybe goods just aren't 
that important. Maybe the Cas- 
sandras who foresee the fall of a 
new Roman Empire are right after 
all. A significant comment came 
from a Los Angeles contractor, talk- 
ing of his son’s desire to go into 
forestry. “I'm delighted,” he said. 
“He won't make much money, but 
he'll have a good life.” 

Industry must shoulder some 
blame for this dissatisfaction with 
material possessions. People have 
become disillusioned with the cali- 
ber of their purchases. Poor prod- 
uct, the wrong product, shoddy 
service, false claims — these have 
hurt confidence 

Yet the market has 
Even the satisfied housewife could 


usually think of some one thing 


not quit. 


she still yearned for. “Every wom- 
an,” says Melanie Kahane, noted 
interior designer, “wants a_ better 
home.” Give her reason to buy, and 
she will come through. But she has 
firm ideas about the terms on which 
she will buy. 

e Insistence on Quality — Without 
doubt, for the market, 


quality heads the list. Insistence on 


mature 


quality is growing, as retailers tes- 
tify (BW—Dec.360,p30). Partly, 
people can afford it; partly this 


emphasis represents a revolt against 


inferior stuff. And possibly it harks 
back to the sense of guilt. If a buy- 
er believes he is making a good 
investment, he can salve his pricks 
of conscience over what he might 
otherwise consider self-indulgence. 

Second comes a greater yearning 
for individuality. Status no longer 
means having what the Joneses 
have. The mature market, says 
Motivation Dynamics, Inc., has 
quit worrying about status as a 
means of expressing your place in 
the community. People are buying 
to express identity, to themselves, 
most of all. 

Final prerequisite is a fair price. 
This demand has some elasticity. 
Persuade a customer your product 
has quality as advertised, and price 
becomes secondary. But woe to the 
marketer who can't. 

Obviously, then, the first moral 
for a hopeful industry is to get a 
product that does a new job, or 
does an old job better. Significant- 
ly, BUSINESS WEEK found re- 
peated instances where people who 
might have been enticed by color 
television were holding off because 
they feel it isn’t good enough. 

That is why one sociologist sug- 
gests that such marketing tactics 
as the new car warranties may 
They testify to 
the manufacturer's confidence in 


prove important. 


his product—a confidence that im- 
mediately carries over to the mar- 
ket place. 





Services to match the improved 

product stand high on the con- 
sumers’ list. “Service,” said a Gen- 
eral Electric Co. official recently, 
“is just the other side of the quality 
com. 
e Consumer Gripes—At the selling 
end, people let slip plenty of clues 
on what irks them: the hard sell, 
gimmicks, unrealistic claims, pres- 
sure to make them feel they must 
buy the latest model. People just 
know better nowadays. Even re- 
tailers side with them. There’s no 
good reason to buy a new refriger- 
ator if you've bought one in the last 
five years; the latest models aren't 
that much better. 

Smart advertisers, say some 
businessmen, have already set out 
to retrieve advertising’s good name 
with the soft-sell, the light, sophis- 
ticated touch. Chun King’s recent 
theme song, “Ninety-five per cent 
of the people are not buying Chun 
King chow mein,” with its pitch for 
“a little truth in advertising for a 
change,” comes to mind. 

The 


presages some changes on the re- 


yen to be an_ individual 
tail front. Supermarkets are already 
backing away from the larger and 
(BW—Jun.460, 
p45). People bitterly criticize the 


service in even the best of shops. 


ever larger store 


“Its no fun to shop any more,” 
they mourn. 

e Prices—The price situation is a 
the - 
board cuts might have substantial 


toughie. Significant across - 
effect on the vocal element that is 


feels 


strapped to buy, a sociologist sug- 


clamoring for goods it too 
gests. But for industry, it’s a none 
too popular answer. Technology 
to bring better goods at lower 
prices may do better. 

It's a tall order that the market 
has put on the line. But it prom- 
ises its rewards. “The consumer is 


Melanie Kahane. “The 


consumer is growing.” It is indus- 


fine,” says 


trys challenge to match the new 
responsible consumer with a ma- 
and 


turity responsibility of its 


own. an 


Now coneopt in Cyelo Billing 
record handling 


that moane 


e faster customer service 

e fewer personnel 

e better working conditions 
e easier supervision 


New ROL* DEX Cycle Billing equip- 
ment is designed especially to 
bring coordination to the heart of 
the cycle billing operation. Free 
and open access allows the Unit 
Operator to work without interrup- 
tion. Customer service is speeded 
up, and extra personnel can be 
added during peak periods with- 
out causing confusion. The com- 
pact work-center saves valuable 
floor space and makes supervision 
easier. 


ROL-DEX can eut cocte for 
your eyele billing operation 


Send for literature — 


Rol-Dex Division 


Ae 
LETZTE? 
Sa 


pat. and 
pats. pending 


WATSON 
NUFACTURING 


Rol-Dex Division, Dept. W. 5, Jamestown, 
Please send me literature about 
ROL © DEX Cycle Billing equipment, 
Name 
Firm 


Street 


' COMPANY, Inc.” Cit 
Jamestown, New York ~''Y 


Please Mention THE CREDIT WORLD When Writing to Advertisers 


WATSON MANUFACTURING COMPANY, 


UNIT OPERATOR 
remains seated in rol- 
ling chair-desk. Equip- 
ped with telephone 
head-set she can give 
immediate authoriza- 
tion; — she can refer 
to the entire file with- 
out moving from her 
chair; — she can file 
media right from her 
chair-desk, comfort- 
ably, easily. 


PERIPHERAL 
PERSONNEL 

work from outside the 
file. Double-indexed 
records let the cus- 
tomer service clerk, 
the dunner, or the pre- 
biller work without 
disturbing the Unit 
Operator. 


ao co ae 


INC, 
New York 


State 


NO 





Leadership in Management 


(From Management Record, National Industrial Conference Board) 


| OW DO YOU become a good 
| boss? In order to qualify as a 
candidate, you must demonstrate 
the customary qualities of industry, 
honesty, integrity, aggressiveness, 
initiative, and judgment. But these 
fine qualities are not enough to 
make you a top-flight manager. You 
must also be a master of the art of 
handling people. You must be a 
leader. 

A successful leader is a person 
who gets people to do something 
that they may not want to do and 
gets them to do it willingly, en- 
thusiastically, efficiently, and when 
he wants it done. Contrary to popu- 
lar belief, a good leader does not 
treat everyone exactly the same. He 
does not because he knows that dif- 
ferent people react differently to 
the same treatment. It means, 
therefore, that he handles his em- 
ployees, particularly his key men, 
on an individual basis so as to get 
the fullest 


from each. Some need encourage- 


possible performance 


ment; some need urging; some need 
guidance; some need a free rein; 
and some need a checkrein. To be 
a good leader of people you must 
know people and to know people 
you must study people, including 
yourself. 

In every dealing you have with a 
subordinate or a superior, remem- 
ber that you are 50 per cent of the 
parties involved. It is most im- 
portant, therefore, that you engage 
frequently in a little self analysis. 


Check up on how you affect people. 


You may be so wrapped up in your 
own importance that you cannot 
see that it is you who is rubbing 
everyone wrong. When you study 
people, study cause and effect. If 
the effect of your dealing with peo- 
ple is not good, if you are not get- 
ting results, find out why. Start 
examining yourself and your at 
titude. Study reactions and try to 


connect these reactions with what 
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you are doing, what you are saying 
and how you are saying it. 

Here are some of the practical 
points of management leadership 
that are essential. 

1. Control yourself. Do not lose 
your temper when things begin to 
go wrong. Anger warps judgment; 
warped judgment leads to poor 
decisions; a leader does not make 
poor decisions often and remain a 
leader. Things said in anger can 
undo in thirty seconds all the good 
will and high morale you have 
worked hard to build up. If you 
want to control others, learn first 
to control yourself. 

2. Establish high standards. If 
you are satisfied with mediocre 
work, you are never going to get 
more than mediocre work from 
many of your subordinates, except 
maybe from your successor. 

3. Respect the ideas of others. 
When you make a decision not in 
accord with the ideas or point of 
view of a subordinate, do not be- 
little him, his opinions, or his con- 
victions. Even though you know 
he is wrong, you must make him 
feel that you respect his ideas and 
are appreciative of having had the 
opportunity of learning his views 
before making your decision. If 
you treat him that way, his reac- 
tion will be good and he will al- 
ways feel free to express himself 
honestly to you. The next time he 
may be right. 

4. Make all your employees feel 
that you recognize them, know 
what they are doing, and appre- 
ciate the part they are playing on 
your team, no matter how small a 
part. Talk to them about them- 
selves. Show some interest in them. 
Never forget that courtesy is more 
important on the part of the senior 
to the junior than the reverse. 

5. Learn the value of timing 
Many difficult things can be accom- 
plished easily if done at the right 


time. If you time your efforts cor- 
rectly, people will say: “Things cer- 
tainly go smoothly around here.” 
Wrong timing leads people to say: 
“What is he trying to do now?” 

6. Welcome responsibility. Lead- 
ership and responsibility go hand in 
hand. Once you refuse responsibil- 
ity, you have reached your ceiling. 

7. Learn how and when to dele- 
gate authority and responsibility. 
The bigger the job, the greater the 
need for delegation, or you become 
the deluxe bottleneck of the organ- 
ization, and progress stops. 

8. Develop your assistants. Out- 
standing leaders in the business 
and industrial world habitually sur- 
round themselves with good men. 
Where do they come from? Most of 
them are developed by the out- 
standing leader through example 
and proper handling. Good leader- 
ship develops the full potential of 
subordinates by giving them op- 
portunities to demonstrate their 
ability. 

9. Develop loyalty. Do not ex- 
pect your people to be loyal to you 
if you are not loyal to the man for 
whom you work. You also must 
be loyal to your employees. One of 
the best ways to demonstrate loy- 
alty to your subordinates is to learn 
to take blame and give credit. 
When something goes wrong, take 
the blame from topside. Learn to 
say, “It was my fault; I am respon- 
sible here.” Do not take credit from 
topside for something good done 
by one of your assistants. 

10. Balance is necessary. Balance 
means having a “feel” for things 
that will instinctively lead you to 
devote your personal attention to 
the appropriate subject at the 
proper time and not overemphasize 
one subject at the expense of an- 
other. How many times have you 
heard it said of a man: “He is 
smart all right, but he goes off on 





Make a Fuss Over Them 


ARTHUR A. HOOD 


Chairman, Editorial Board, The American Lumberman 


NE SIMPLE STRATEGY in 
the treatment of our customers 
will improve our sales and profits. 
Market researchers have recent- 
ly concluded that retail point-of- 
sale efficiency is currently at its all- 
time low in the U. S. and Canada. 
In attention, inertia, slovenliness 
and downright discourtesy are gen- 
erating a consumers resentment 
that borders on revolt. It is axio- 
matic that “things don’t make or 
break profits — people do.” Profits 
have been declining in most types 
of retailing for ten straight years. 
It is apparent that disappointing 
point-of-sale performance by our 
retail people plays an important 
part in these declining profits. Of 
the many problems of retail man- 
agement this is the most important, 
least complex and most neglected. 
It is simply a matter of attitude. 
Negative attitudes on the part of 
sales people destroy profits. Posi- 
tive attitudes build profits. (Re- 
search has shown that a customer 
will wait without annoyance only 
30 seconds for a sales person to 
acknowledge his or her presence, 
but will be patient for two and 
one-half to three minutes if his 
presence is acknowledged with: 
“Be with you in just a minute.” ) 
These are the magnetic attitudes 
that attract customers, bring them 


(From SALESWEEK) 


back and cause a business to grow. 
Our sales people should always be: 
Alert and prompt. 
Anxious to please and to sat- 
isfy. 
Unfailingly courteous and 
friendly. 
“You-minded” and service at- 
tuned. 
Informed of their product. 
Aware of the customer's name. 
Well groomed. 
Cheerfully patient. 
Modestly persuasive. 
Sincerely appreciative. 
Fortunately, there is a_ single 
theme running through all these 
positives that we can install and 
start right now in our organiza- 
tions—and that is to make a fuss 
Make them 
think they are the most important 


over our customers. 


people in the world — which they 
really are. 

Let us make them feel that there 
is nothing we will not do to make 
them feel at home in our stores and 
offices, to serve them competently, 
completely, cheerfully and enthusi- 
astically. Let us convince them that 
our store is the best place in town 
to shop. 

In my own experience I can at- 
test to the value of this policy: 

The price of haircuts in Chicago 
has risen to $2.25. With a tip, this 


makes $2.50 for the price of a hair- 
cut. My 
charges caused me to buy a set of 


resentment of these 
clippers and by various contortions, 
trim my own hair and put off hair- 
cuts until I am not allowed to enter 
my own home unless I go to a bar- 
ber first. 

When this happens, I often find 
myself walking past a score of bar- 
bershops a full mile across the 
Loop to a barber shop I patron- 
ized before our offices were moved. 

One day I asked myself why. 

The answer is the key to effective 
retailing under today’s conditions. 

When I enter the shop, the three 
barbers, the manicurist and the 
bootblack greet me like a prodigal 
son. I am the hero returned from 
the wars—a president from a suc- 
cessful summit. I could not be 
more popular if I had just hit a 
grand slam home run for the Cubs. 

They make a fuss over me! 

Simple, isn’t it? 

And yet here is the key to cus- 
tomer good will in the face of high 
prices, lack of product knowledge, 
shortage of personnel and general 
letdown of service in retailing to- 
day. 

The simple reason I patronize 
that shop is that they make me feel 


at home—they make a fuss over 
me. laa 





a tangent”? 

11. Be yourself. Do not try to 
act the part that you think an im- 
portant official should play. If you 
do, your insincerity is evident, you 


are spotted as a phony and you 


lose the confidence of both sub- 
ordinates and superiors. 

12. Make decisions promptly and 
base them on facts. Get all the 
facts you can in the time avail- 
able. Evaluate them, make up your 
mind, and then go ahead. Do not 


make quick decisions in order to 
appear decisive, but make them as 
quickly as possible after you get 
the facts. 

13. When you take over a neu 
job, do not change everything just 
to show who is boss. The man you 
replaced probably knew more 
about the job and its problems than 
you do. Sit back a little while and 
try to find out some of the reasons 


why things are done as they are 


done. Evaluate these reasons 
against your experience and judg- 
ment and make changes. This does 
not mean that you should hesitate 
to clean house when you find a 
mess. 

14. Do not act important. If you 
are important, everyone knows it; 
and if you are not, acting impor- 
tant will not convince anyone that 
you are anything but a stuffed 
shirt. baal 
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Let's Look at Leasing... . ease non 


(From THE INDUSTRIAL BANKER) 


6é E ARE knee-deep in a rental economy; and we 

\W will be up to our elbows in 1965.” 

So said Robert C. Trundle, one of the nation’s oldest 
management consulting firms in a late analysis. 

loo far-fetched? The fact of the matter is that elements 
of a rental economy are here already. On the consume 
level, a rental economy means that it will rent the goods 
produced by American industry. On the industrial level, it 
means that business will lease the equipment required to 
produce these goods 

Many a locomotive is not owned by the railroad that 
runs it, just as many a college boy does not own the Tuxedo 
he wears to the Prom. In between, families are going in 
for car rentals (once thought to be a traveling-executive 
province); a coin-operated Laundromat is essentially a 
way of renting a washing machine rather than buying it; 
most wise families rent a piano for six months before buy 
ing it to make sure it is suitable and durable. 

There are many reasons why a customer wants to lease 
as there are prospective customers. These reasons range 
from the legitimate and prime reasons of service, release 
of working capital and replacement of obsolete equipment 
to some weird and misconceived ideas about taxes and, as 
always, the poor-risk applicant who is trying for something 
he shouldn't have. 

Leasing in its contemporary sense 1S concerned with 
specialized methods of financing capital goods required by 
business and industry. 

The true lease concept is to accurately match inherent 
debt servicing to accepted depreciation (gimmicks or tax 
peculiarities notwithstanding) regardless of whether such 
depreciation covers full or only partial consumption of the 
leased assets. 

foday’s leasing company must be inherently stable. The 
proven experience, ability and integrity of owners and 
management are the essence of the enterprise. These 
qualities are of far greater importance than the size of the 
figures on the company s balance shee t. 

In order to be successful, a leasing company must be 
capable of developing almost unlimited sources of credit. 
Such a requirement can only be achieved through a con- 
stant program of education that will convince the desired 
credit sources of the soundness of the leasing concept as it 
relates to specific business areas and products. Certainly 
such an educational program must be based on sound 
experience and accurate knowledge as it relates to such 
specific fields and products 

Leasing deals with futures. Indeed, the profitability of 
the enterprise is directly and inevitably related to the 
future value of its leased assets. The ability to design a 
sound and profitable lease that will truly benefit a Lesse« 
is also directly related to the Lessor’s real knowledge and 
experience with relation to the Lessee’s business and the 
equipment being leased. Every general field of endeavor 
has its own particular history, engineering and the future 
aspirations. In many instances, the jargon or slang of the 
trade prec ludes understanding by the uninitiated. Becaus« 
leasing deals with the ultra sensitive field of credit and 
finance, evidence of a true “feeling” and understanding 
of a Lessee’s requirements will engender mor pure con 
fidence than any other form of sales effort known. 

rhe basic rate formulas are quite simple and commonly 
understood. Operating revenues are derived from service 
charges or commissions added to debt servicing costs and 
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profits are usually realized from residual values and/or 
renewal rentals. A new enterprise must be prepared to 
carry itself until the replacement cycle starts and residual 
profits are earned, or more preferably, it must be capable 
of efficiently placing a large volume of credit to work in a 
relatively short time. 

Leasing is not a financing panacea, Many products 
should not be lease d. A prospec tive Lessec should conside: 
leasing as a specialized service that may or may not be 
beneficial, with relation to different products and for spe 
cific financial conditions or requirements. Due to lack of 
experience or for other reasons, some leasing companies 
today find themselves in the unenviable position of being 
a majority partner in a business about which they know 
little or nothing; owners of equipment which they have 
never seen, and without even a basic knowledge of its 
worth or where or how to market it, should it becom: 
necessary, 

As in any discussion of a business, it is impossible to 
cover all specific areas of the field. However, practically 
speaking, there are three basic considerations. 

In the number one category are the top rated companies 
in the country who have incorporated leasing as a financing 
medium for much of their equipment requirements. The 
nature of the assets being leased to such enterprises is of 
little or no consequence, as the credit of the Lessee is the 
prime consideration. Leases in this category usually in 
volve substantial sums and frequently require specially 
designed instruments and/or rating formulae. These com 
panies use all forms of lease from the full service type all 
the way down to net, brokerage type leases, wherein the 
leasing company brings together the equipment sought by 
the company with the funds with which to finance the 
purchase. In many instances, the corporation lessee ar 
ranges the necessary loan through its own sources. Financ 
ing of leases for these prime enterprises is obviously com 
paratively simple, in fact, most banks and lending insti 
tutions actively seek this type of loan. 

Category number two leases of specific types of equip 
ment which for various reasons maintain an accurately 
predictable cash position throughout their useful life. Ob 
viously such equipment is especially adaptable to leasing 

The automobile is the prime example of such equip 
ment. Certain high precision machine tools and some 
limited production, scientific and/or medical equipment 
that can in some instances actually appreciate with time 
are other examples. There are hundreds of thousands of 
enterprises with excellent to good credit ratings that 
range the complete scale as to type and size of business. 
Certainly they all must use automobiles and many require 
some of the above mentioned, self-supporting equipment. 
I will go into more detail concerning automobile leasing 
in a few moments but suffice to say for the moment that 
the automobile, because it does have a predictable cash 
value and a ready market and because the initial user is 
usually concerned with only partial consumption of its 
useful life, financing is relatively simple and actually quit 
attractive to the lender, however, the method of applica 
tion of loans to the leasing company for the purchase of 
this type of equipment must be sufficiently flexible to per 
mit leases to all areas of business and professional endeavor 
compatible with a sound credit policy. 

The leases and the rate formulas in this selected equip 
ment category must be tailored to the specific markets on a 





competitive basis 

The third general category of leasing concerns itself 
with the various types of equipment, both large and small 
that are manufactured for consumer use. Unfortunately 
for the manufacturer of much of this equipment, the finan 
cial world is slow to accept leasing of much of this equip 
ment for several reasons. It isn’t too difficult for a lender 
to understand the leasing of a predictable value asset such 
as the automobile. The term is relatively short and there 
is a readily and easily reached new and resale market. 
However, as mentioned earlier, it is inconceivable that a 
leasing company can have real knowledge of all the equip 
ment that is available and certainly cannot become fully 
ware of all the sales requirements or of the new and used 
market situations. To date leasing for much of this equip 
ment has been limited to our top rated category credits 
exclusively 

In many cases where equipment le ast financing has 
been attempted through local sources, restrictive terms 01 
other limitations can actually preclude the ability to make 
i true lease. Unfamiliarity with the field or equipment 
has many times resulted in unjustifiable rejection of a 
de sirable lease. 

There is a tremendous volume of so-called light-office 
type equipme nt that 1S produced in volume for mass con- 
sumption by business and industry. Much of this type 
equipment does have something of a predictable resale 
market and/or re sidual value However, such value Ss can 
not be as accurately forecasted as for the automobile and 
the obsolescence factor is much more critical. 

Most of this type of equipment is currently available 
under a so-called lease arrangement; however, to date I do 
not know of any of these programs in which the equipment 
is actually leased. The only programs that | have seen are 
actually lease purchase arrangements wherein the equip 
ment is purchased and placed in the hands of the so-called 
lessor under a lease purchase arrangement ranging in time 
from one to five years. By far the greatest majority of these 
urangements allow for purchase of the equipment at the 
end of the second or third year. There is a growing volume 
of this type of transaction in effect today and it will un- 
doubtedly increase as it is, in reality, a method of extend 
ing the time for payment with minimum or, in many cases, 
no down payment requirement. In order to be a true lease, 





We have selected MORSE-NATIONAL CAR RENTALS 
as official car rental agency for our convention in 
Miami Beach. We have arranged a 10% discount 
for all N.R.C.A. MEMBERS. 


Regardless of whether you travel to Florida by air 
or train, you can arrange for the car of your choice 


to meet you upon arrival by simply contacting: 


KEN ROPP 
Morse-National Car Rentals 
Miami International Airport 
Miami, Florida 


day in the new Miami International Airport with econom 
ical prices beginning at $23.00 per week plus 9¢ per milk 
less of course the special 10% discount: 





CONVENTION TRANSPORTATION 


Rambler American Sedans 


New cars of all makes and models are available 24 hours a 


Air-conditioned Cars 
mile. 


the equipment would be placed under a lease agreement 
for a specific time which would coincide with its normal 
depreciable life and title would never pass to the users 
except as it might be sold to such user after comple tion of 
lease term at a current market value price 

Once we leave this fairly common small equipment 
market and consider specialized equipment, it becomes 
fairly obvious that the risk is increased by the time factor 
and in varying degrees by the type of equipment being 
leased. 

There is litth question in my mind that more and more 
manufacturers of goods will turn to leasing as a sales tool 
and will support the required financing of their products 
either direc tly oI through guarantees of one sort or another. 
It is almost inconceivable that a leasing company could 
obtain a sufficient capital to support the unlimited bor 
rowings (even at very high debt equity ratios) necessary 
to handle all of the equipment that is available for lease. 
However, if the manufacturer of the equipment is willing 
to participate through guarantees, the credit leve rage can 
be greatly increased. Furthermore, the manufacturer of 
a product certainly knows his own products and is best 
able to develop sales and provide any required engineering 
and sales service. He knows his field and is capable of 
backing up his preduct, and of prime importance in the 
event a default does occur, he certainly is in a prime 
position to release, sell or otherwise dispose of a repos 
sessed item with a minimum loss 

Suck an arrangement will certainly enable the larger 
and desired lenders required to finance such a program to 
look past the size of the lessee, the nature of equipment 
and the leasing company to the additional support of the 
manufacturer. It eliminates one of the most serious objec 
tions such lenders have and that is the leasing companies 
disposal ability and experience 

Today's professional leasing companies do not attempt 
to sell their service on a tax gimmick basis and it is inevi 
table that in order to continue their growth they must per- 
form within the boundaries of the tax laws. This is not to 
say that some of these laws should not be changed. Cer- 


tainly engineering progress is making some of the depre 
ciation rules applied to specific categories of equipment 
quite obsolete, and it is hope d that action will be taken to 
permit more flexibility along these lines kkk 





Per Day Per Week Per Mile 
Standard Shift $3.50 $23.00 09¢ 
Automatic Shift 1.50 298.00 .09¢ 


Corvair, Falcon, Comet, Valiant 
Tempest and Rambler Super Sedans 


Standard Shift & Radio 4.50 28.00 
Automatic Shift & Radio 5.50 33.00 


Sports Cars—MG and Triumph 3.50 38.00 
Buick Special—Oldsmobile F-85 


Automatic Shift & Radio 5 38.00 


Ford, Chevrolet Sedans 


Automatic Shift, Power 
Steering, Radio 5 38.00 


Ford, Chevrolet Convertibles 


Automatic Shift, Power 
Steering, Radio 7.50 48.00 10¢ 


Add $1.00 per day on rental less than 5 days 
Add $2.00 per day, plus .01¢ per 
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The Labor Pattern 


The Question of Structural Unemployment 


FEW DAYS AGO, Pres. Kennedy conceded to re- 

\ porters that “a good deal of structural unemployment 
exists. And it will continue to be a problem” even if there 
is a substantial economic recovery. Although the cur- 
rent recession has been a comparatively mild one, it has 
led to a postwar record in unemployment. The President 
said this is a very important national problem “which 
even in good times would cause us serious concern.” 

The concern is greater because the times aren’t good, 
although there are now some encouraging signs of a slight 
pickup in the economy and a leveling-off of unemploy- 
ment in some areas. The number of jobless in February 
was the highest since 1941, with 5,705,000 unemployed. 
That's 6.8 per cent of the labor force. 

Government economists hope that the unemployment 
figures will begin a slow decline next month, but they 
are not at all sure of it. Many of them, too, are pessimistic 
about just how far unemployment will drop. They see 
relief for cyclical joblessness but a persistent hanging-on 
of structural unemployment. 

Two Shades of Opinion—The President’s words were 
in answer to a question about an apparent difference of 
opinion between economic advisers on the importance 
of structural unemployment today and on what should 
be done to counteract it. 

Testifying before the Joint Economic Committee of 
Congress earlier this month: 

Dr. Walter W. Heller, chairman of the President's 
Council of Economic Advisers, said “hard core” unemploy- 
ment is only an insignificant fraction of the total. A large 
part of it—due to such factors as obsolescence, automation, 
changes of taste, and the like—would disappear, he said, if 
proper tax, spending, and credit policies produced “an 
environment of full prosperity.” 

William McC. Martin, Jr., chairman of the Federal 
Reserve Board, on the other hand, warned that structural 
or technological unemployment has become “indefinitely 
persistent . . . even in periods of unprecedented general 
prosperity.” Many jobs in manufacturing, mining, trans- 
portation, and farming have disappeared and, he added: 

“The problem of structural unemployment is manifest 
in the higher total of those left unemployed after each 
wave of the three most recent business cycles, and in the 
idleness of many West Virginia coal miners, Eastern and 
Midwestern steel and auto workers, West Coast aircraft 
workers, and like groups, in good times as well as bad.” 


What Can be Done—Martin questioned the wisdom of 
trying to solve structural unemployment through “a mas- 
sive monetary and fiscal stimulation of over-all demands.” 
He warned that this “likely would have to be carried 
to such lengths as to create serious new problems of in- 
flationary character.” 


He made clear that the Fed is—and always should be— 
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(From BUSINESS WEEK) 


willing to do all it can through bank credit and reserve 
policies to combat cyclical unemployment but that he 
does not believe the system should be expected to engage 
in “operations that will promote a resurgence of inflation.” 
Martin would stress training and retraining in skills needed 
by expanding industries and measures to give labor more 
mobility. 

No Real Clash—Pres. Kennedy sees no basic clash be- 
tween the positions of Heller and Martin. The two prin- 
cipals say their differences are more in emphasis than in 
anything else. 

Labor economists dispute any belief that structural un- 
employment is “only an insignificant fraction” of the total. 
They agree with Martin that it is a serious and “indefinitely 
persistent” problem. But they disagree with his warning 
that “massive monetary and fiscal stimulation of over-all 
demands” could have an economically bad, inflationary 
effect. 

Labor Leaders’ Position—Labor’s position is that un- 
employment, looked at in full perspective as it has built 
up in recent years, is a much more serious problem than 
the gloomiest statistics on current joblessness would indi- 
cate. Unless stronger anti-recession measure are taken, 
they say: 

“During 1962, the jobless rate would be worse than 
the high level of 1959 and early 1960. What is more, in 
the face of the postwar record of a recession every three 
or four years, another downturn in 1963 or 1964 would 
superimpose its burden of new unemployment on top 
of any uncompleted recovery from the recession of 
1960-61.” 

Hard to Separate Causes—The differences of opinion 
on the extent and importance of structural unemploy- 
ment—and how to attack it—indicate the difficulties of 
separating technological causes of unemployment from 
frictional causes and short-run cyclical or long-run secular 
causes. 

Obviously, technological changes are not the sole cause 
of higher rates of unemployment, but the effect of such 
changes on the number of jobs is a subject that warrants 
serious study. The problem cannot be considered small, 
after three full years in which unemployment has aver- 
aged almost 6 percent of the labor force. 

Also, economic growth has been coming harder—about 
2% per cent a year, in contrast to higher figures in the 
past. This rate is too slow to permit the absorbing of 
additions to the labor force. Jobs have been growing only 
0.5 per cent a year while the work force is increasing at 
a rate of 1.2 per cent a year. 

Displacements so far have been fairly moderate and 
tolerable, but the average level of unemployment over 
the course of a business cycle has been rising persistently. 
This could make for serious troubles if the next recession 
turns out to go deeper than this one. ene 








EXHIBITORS AT THE MIAMI BEACH CONFERENCE 





Epa EXHIBITS of moder office equipment, credit 
cards, insurance, etc., at our Miami Beach Conference 
will be one of its outstanding features. These exhibits, in- 
stalled by America’s leaders in their respective fields, have 
been contracted for at considerable expense on their part. 
All of our delegates are urged to visit these exhibits, which 
will be located on the lobby floor of the Americana Hotel, 
and discuss their problems with representatives who are 
specialists in their lines. Below is a list of exhibitors at 
press time. By the time the conference convenes several 
more are expected. 


Booth 
4 
Diebold 
Canton, Ohio 

Diebold will display their motorized Super Elevator 
File, the push-button Power File that puts away any one 
of thousands of credit records at your fingertips in seconds 
See the file that saved the Credit Bureau of Lima, Ohio, 
40 per cent in filing time and simultaneously enabled a 
25 per cent greater output of credit information with three 

fewer personnel. 


ll 

Mutual of Omaha 

3316 Farnam Street 

Omaha, Nebraska 
Get complete details on the liberal new disability in- 
surance program now being offered to members of the 
National Retail Credit Association. Stop by and learn 
how you can qualify for this vital protection, available 

at low cost through your Association membership 


2-13 

Recordak Corporation 

Wanamaker Place 

New York 3, New York 
Among the items featured in a complete line of micro- 
filming equipment at this exhibit are the Reliant 500 
Microfilmer and the Recordak Portable Microfilmer. The 
Reliant 500 is a high-speed automatic feed microfilmer 
which will microfilm the backs and fronts of 500 check 
size documents in a single minute. The Portable is a 
23-pound light weight model which features removable 
and interchangeable film units. It contains many features 
formerly found only on larger and more expensive micro- 

filmers. 


Southern Bell Telephone Company 
160 N.E. Fourth Street 
Miami, Florida 
The Southern Bell Telephone Company will be exhibit- 
ing four items of equipment that were designed for Credit 
Bureau use. The Dialaphone is the revolutionary com- 
panion to the telephone with an electro-mechanical mem- 
ory that dials telephone numbers with just one touch of 
the starter key. The electronic secretary will answer and 


record your telephone messages while you are out. Up 
to 30 pushbuttons on one telephone will provide call 
holding, multi-line pick-up, signaling, and _ inter-office 
communication. Conference arrangements and bell volume 
control may be provided. Also the company will be ex- 


hibiting the special turret arrangements designed for the 
Credit Bureau of Miami. 


7 
John Hancock Mutual Life Insurance Company 
200 Berkeley Street 
Boston 17, Massachusetts 
Color slides will be shown of the Group Insurance Plan 
now available to members of the National Retail Credit 
Association. Company representatives will be happy to 
answer any questions you may have concerning our Group 
Insurance Plan. 


National Retail Credit Association 
375 Jackson Avenue 
St. Louis 30, Missouri 
Your National Association will display all the forms 
and educational materials available for the members 
Visit the booth and see _ these up to-date forms and 
materials to help you in your profession 


Farrington Electronics 
Needham Heights 94, Massachusetts 
This display for Farrington will consist of their up-to- 
date imprinters and plastic credit cards 


Remington Rand Systems 

122 East 42nd Street 

New York 17, New York 
For credit reporting, Remington Rand Systems will 
exhibit equipment, paper work procedures, and telephone 
communications with Kard-Veyer, mechanized files for 
master records. This equipment provides an ideal work 
station, occupying a minimum of space and providing 
maximum operator comfort and productivity resulting 
in faster service to members and eliminating out-of-file 
problems. For Collection Service Managers, a new and 
proved Kard-Up and Kard-Veyer system for debtor records 
giving more effective control of collection accounts, will 

be shown and demonstrated 


10 
Dashew Business Machines, Inc. 

3655 Lenawee Avenue 

Los Angeles, California 
Featured at this booth will be the Printapunch, the 
low cost machine which captures data at the source and 
records it in “man and machine” language. It copies, 
punches and eliminates transcription errors. Also the 
Dashew methods of embossing and code punching on 
metal and plastic plates will be exhibited. Shown will be 
the Datatyper 403, the only manual embosser and code 
puncher on the market. Dashew also has source data 
gathering imprinters for every application, credit cards, 
bank charge plans, manufacturing, hospitals, or anything 

in industry that data is recorded 





Reading this publication carefully 
aud regularly will contribute to 








your successasa Credit Executive. 





CREDIT WORLD May 1961 13 





PROGRAM HIGHLIGHTS 


47th ANNUAL INTERNATIONAL CONSUMER CREDIT CONFERENCE 


Americana Hotel, Miami Beach, Florida, June 3-7, 1961 


SATURDAY, JUNE 3... 


9:00 
10:00 
12:00 

2:00 
2:00 
7:00 


a.m.—NRCA Executive Committee Meeting 
a.m.—CWBC of NA Committee Meeting NRCA 
Noon—NRCA Board of Directors Luncheon 
p.m.—NRCA Board of Directors Meeting 
p.m.—CWBC of NA Board of Directors Meeting 
p.m.—CWBC of NA Mixer 


SUNDAY, JUNE 4... 


9:00 
9:00 
10:00 
2:00 
§:30 


a.m.—NRCA Board of Directors Meeting 
a.m.—CWBC of NA Business Meeting 
a.m.—NRCA Nominating Committee Meeting 
p.m.—District and Local Association Meeting 


p.m.—Get Acquainted Autograph Party 

CHAIRMEN: Ethel Wilkinson, Charlotte 
Carolina; Ruth Miami, Florida; 
Harvey King, Nashville, Tennessee. 


North 


Coates, and 


MONDAY, JUNE 5... 


7:30 


11:00 
11:00 
2:00 


14 


a.m.—ICCC Breakfast (NRCA-CWBC of NA) 

THEME: “New Frontiers” 

CHAIRMAN: Inez McGaughy, Chattanooga, Ten 
nessee, President, Credit Women’s Breakfast 
Clubs of North America. Co-Chairman: Martha 
B. Gleason, Washington, D. C., First Vice Presi- 
dent, CWBC of NA. 


a.m.—Opening General Session 

PresipinG: Earle E. Nirmaier, Newark, New Jer 
sey, President National Retail Credit Association 

MusicaL ENTERTAINMENT 

PRESENTATION OF COLORS 

INVocATION: L. A. Brumbaugh, Phoenix 
First Vice President, NRCA 

Wetcome: Frank J. Phillips, Miami, Florida 
President, Miami Retail Credit Association 

Response: Inez McGaughy, CWBC of NA, and 
Jack Paterson, Toronto, Ontario, Canada, Presi 
dent, Credit Granters Association of Canada 

KEYNOTE SPEAKER: Robert Keith Gray, Forme: 
Secretary of Eisenhower Cabinet, Hill 
Knowlton, Washington, D. ( 

“WHat Business Can 
FRONTIER 


Arizona 


and 


Exrpect From THe New 
PRESENTATION OF SCoTT AWARD 


Alabama 
a.m.—NRCA Business Meeting 


Edward L. Good 
man, Birmingham 


a.m.—CWBC of NA District Pow-Wow 


p-m.—ICCC Joint Session (NRCA-CWBC of NA) 

CHAIRMAN: Fred R. Hachtel, Milwaukee, Wiscon 
sin, Second Vice President, NRCA 

Co-CHAIRMAN: Martha B. 


Washington 
D. C. CWBC of NA 


Gle ason, 
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SPEAKER: Ray O. Mertes, United Air Lines, Chi- 


cago, Illinois 
“Horizons UNLIMITED" 
PANEL Discussion: “Making 
Not Merely Available!” 
Moperator: Fred Hachtel, 
PANELIsTs: “Public 
Operation” 
Henry C. Alexander, Charlotte, North Carolina 
“Gaining Acceptance For Consumer Credit In You 
Community” 
Carl F. Hawver, National Consumer 
sociation, Washington, D. C. 
Film: “The Wise Use of Credit” 
“Professional Status For the Consumer Credit Ex 
ecutive 
Geneva F. McQuatters 
liam H. Blake, NRCA 


Credit Desirabl 
Milwaukee, Wisconsin 


Relations and Your Credit 


Finance As 


CWBC of NA and Wil 


p-m.— Miami Local Association Party 
“Calypse Capers” 


Al DeMarco Miami Florida 
Marie Whaler, Miami, Florida 


(CHAIRMAN: 


Co-CHAIRMAN: 


TUESDAY, JUNE 6... 


7:30 


a.m.—ICCC Idea Exchange Sessions 

Session A: “Skips and Skip Tracing” 

LeapER: Gordon Fletcher, Chicago, Illinois 

Session B: “Credit Sales Direct Mail Campaigns 

Leaver: Dean Ashby, Fort Worth, Texas 

Session C: “Telephone Collection Techniques” 

Leaper: Ray Kaiser, St. Louis, Missouri 

Session D: “Automation in the Credit Office’ 

LEADER: Edward M. Gallagher, Trenton 
Jersey 

Session E: “NRCA Group Insurance” 

Philip P. Wilson, St. Louis, Missouri 


a.m.—CWBC of NA Career Club Breakfast 
CHAIRMAN: Ethel Wilkinson, Charlotte, 
Carolina 


a.m.—ICCC 
NA) 


Croup | 


New 


North 


Group Sessions (NRCA-CWBC of 


Consumer and Sales Finance Companies 

CHamMaNn: Dr. M. R. Neifeld, Morristown, New 
Jersey 

Co-CHAIRMEN: P. F. 
lowa 

John M. Farrell, Morristown, New 

Paul Jones, Glenview, Illinois 

W. B. Paul, Jr., Wilmington, Delaware 

John T. Snite, Chicago, Illinois 

David J. Steere, Dallas, Texas 

Theda Van Meter, Upper Darby 


Group 2 


Bezanson, Cedar 


Rapids 


Jersey 


Pennsylvania 
Credit Jewelry and Luggage 

Joseph J. Jenkins, Jacksonville, Florida 
Alex S. Kerby, Pittsburgh, Penn 


(CHAIRMAN 


Co-CHAIRMEN 
sylvania 


Mrs. Elizabeth Weinstein, Bristol, Virginia 





Group 3: Credit Unions 
CHamMan: Mrs. Lily R. Norton, Miami, Florida 


Co-CHAIRMAN: Mrs. Miller, Ferndale 


Michigan 


Marguery 


CGroure 4 
Stores 

CHARMAN: Hugh M. Martin, Syracuse, New York 

Co-CHAIRMEN: Hattie Belknap, Ashtabula, Ohio 

Edward Gallagher, Trenton, New Jersey 

E. L. Goodman, Birmingham, Alabama 

H. W. Horton, Jr., Miami, Florida 

Arch Merideth, Denver, Colorado 


Department, Apparel and Specialty 


Group 5: Drug Stores, Medical Supplies and Ap- 
pliances 
CHAIRMAN: Mrs. 


nessec 


Jama C. Bales, Knoxville, Ten- 


Group 6: Furniture, Music and Appliance Stores 


CHAIRMAN: Earl E. Paddon, St. Louis; Missouri 


Co-CHainMAN: Kenneth R. Hardesty, Clarksburg, 
West Virginia 


Group 7: Hardware, Building Materials and Con 


struction 
CHAIRMAN: Ernest Ferri, Yardville, New Jersey 
Co-CHAIRMEN: Mrs. Dorothe Bolte, Joliet, Illinois 
J. W. Crawford, Miami, Florida 
QO. L. Dawson, Brownwood, Texas 
Mrs. Bobbie Johnson, Lakeland, Florida 


Group 8: Health Professions 

CHAIRMAN: Stephen F. O'Connor, East St 
Illinois 

Co-CHAIRMEN: Robert Haken, Denver, Colorado 

Gene Larson, Spokane, Washington 

Mary Ann Learned, St. Louis, Missouri 

Robert C. Sayles, Providence, Rhode Island 

A. T. Sutherland, Madison, Wisconsin 

John A. Ward, Albuquerque, New Mexico 

Philip P. Wilson, St. Louis, Missouri 


Group 9: Home Service Industry 

CHAIRMAN: Frank D. Kollmer, Chicago, Illinois 
Grovp 10: Instalment Bank Credit 

CHAIRMAN: Cyril J. Jedlicka, Kansas City, Missouri 
Co-CHAIRMEN: Wanda Brown, Mason City, Iowa 
Babe Cialone, Fort Smith, Arkansas 

Clyde V. Hackney, Miami, Florida 

Jacquelyn Henry, Jackson, Mississippi 

Eugene E. Jones, Atlanta, Georgia 

James D. Stone, Tulsa, Oklahoma 


Group 11: Medical Assistants 


HAIRMAN: Mrs. Lucille Swearingen, Bartlesville, 
Oklahoma 


Louis, 


;ROUP 12: Mortuary and Cemetery Credit 


;ROUP 13: National Credit Card Issuers 
HAIRMAN: H. L. Miller, Palatine, II. 
(0-CHAIRMEN: Mrs. Dorothy Alexander, Shreve- 
port, Louisiana 
H. W. Dugdale, New York, New York 
Joseph N. Carcia, New York, New York 
Frances Roth, Roanoke, Virginia 
W. M. Smith, Chicago, Illinois 
Group 14: Newspapers and Publishers 
CHAIRMAN: Frank J. Phillips, Miami, Florida 
Group 15: Public Utilities 
CHAIRMAN: Maurice D. Stram, Minneapolis, Minn- 
esota 
Co-CHAIRMEN: George W. Crawford, Birmingham, 
Alabama 
Dorothy L. Daniels, Suffolk, Virginia 


Vincent S$. DeVine, Omaha, Nebraska 

John Di Julio, Seattle, Washington 

Osborne Lysne, Milwaukee, Wisconsin 
Herbert W. Ringelstein, Rochester, New York 


11:00 a.m.—Trip Around Miami for Wives of Delegates 


2:00 


Only 


p.m.—ICCC Group Sessions 


5:00 p.m.—CWBC of NA Board of Directors Post Con- 


7:00 


ference Board Meeting 


p.m.—NRCA Board of Directors Post Conference 
Board Meeting 


WEDNESDAY, JUNE 7... 


7:30 


7:30 


9:00 


12:00 
2:00 


7:30 


a.m.—ICCC Idea Exchange Sessions 

Session A: “Evaluation of Credit Information” 
Leaver: David K. Blair, Los Angeles, California 
Session B: “Collecting The Tough Ones” 
Leavers: Carson Bard, Louisville, Kentucky 
Joseph M. Garber, Cincinnati, Ohio 

Session C: “Expense Saving Ideas” 

Leaver: Jack P. Lee, Charleston, West Virginia 
Session D: “Can Bankruptcies Be Reduced?” 
Leavers: Melvin T. Warrick, Spokane, Washington 
E. G. Harlan, Boise, Idaho 

John Clagett, Washington, D. C. 

Session E: “NRCA Group Insurance Plan” 
Leaver: Philip P. Wilson, St. Louis, Missouri 


a.m.—Quarter Century Club Breakfast 
CHAIRMAN: Harvey King, Nashville, Tennessee 


a.m.—Joint Session (NRCA-CWBC of NA) 

CHAIRMAN: Leonard A. 
Arizona 

Co-CHAIRMAN: Wanda Brown, Mason City, Iowa 

ENTERTAINMENT 

Appress: Alfred C. Thompson, Miller & Rhoads, 
Richmond, Virginia, President, National Retail 
Merchants Association 

“The Changing Retail Credit Picture” 

Appress: Dr. Charles Irvin, General Motors, De 
troit, Michigan 

“How To Sell Yourself, Your 
Products” 

Symposium: “Are Credit Bureaus and Collection 
Service Departments Meeting the Needs of 
Credit Sales Managers” 


Brumbaugh, Phoenix, 


Your 


Ideas, and 


CHAIRMAN: Dewey Godfrey, Charlotte, 
Carolina, Third Vice President, NRCA 

Crepit Executives: Dorothe Bolte, H. W. Dug- 
dale, Earl Paddon, Hewitt Rogers, Joseph A. 
White, and Henri R. Wolkoff 


Crepir Bureaus: Carl S. Hobbet, 
Holmes, and Ralph W. Matthews 


: Elmer A. Uffman 
noon—CWBC of NA Dutch Treat Luncheon 


North 


Richard M. 


COLLECTION SERVICE 


p.m.—Credit Sales Clinic 

CHAIRMAN: Helen Sawyers, Everett, Washington, 
Second Vice President, CWBC of NA 

Discussion Leaver: Melvin T. Warrick, Spokane, 
Washington 

“How To Set Up a Debt Counseling Service in 
Your Community” 

Ciinic LEADER 
achusetts 


“Building Sales and Profit Through Credit’ 


Armand J. Gariepy, Barre, Mass- 


p-m.—Annual Banquet and Dance 
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Know How .. .The Key to a Prof 


47th ANNUAL INTERNATIONAL CONSUMER CREDIT CONFERENCE 
Americana Hotel, Miami Beach, Florida, June 3-7, 1961 





ARMAND GARIEPY, Director, Sales Training 
Inte tional, author, sales consultant, and sales 
traine Internationally famous as the world’s most 
dynamic platform performer and speaker. Will con- 
duct session on “Building Sales and Profit Through 
Credit.” 


The glass-enclosed tropical tree and plants growing in the heart of the luxuri- 
ous Americana lobby is internationally known. 


CARL F. HAWVER, Director of Educational 
Services, National Consumer Finance Association, 
Washington, D. C., is a specialist in public rela- 
tions. He was legislative and communications 
counsel on Capitol Hill, served on the personal 
staff of Secretary of Agriculture, as well as ad- 
visor to the White House on Agricultural affairs. 
His subject will be “Gaining Acceptance for Con- 
sumer Credit in Your Commun 9 


DR. CHARLES E. IRVIN, consultant in sales 
training, business and industrial communicat > 
will speak on “How to Sell Yourself, Your Ideas, 
and Your Products. He is known as the “Mer- 
chant of Message” to nearly a half-million listen- 
ers annually. 


MELVIN T. WARRICK, Assistant Man 
Credit Bureau of Spokane, has been a pioneer 
and leader in consumer credit for many years. 
He has recently gained national recognition for 
his consumer counselor service, and will dis- 
cuss “How to Set Up a Debt Counseling Serv- 
ice in Your Community.’ 
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e Consumer Credit Operation 


¢ 


The Bal Masque Supper Club of the Americana is one of Florida's most fabu- 
lous nightclubs. It has a meeting capacity of 785 and a banquet capacity 
of 620. The general sessions will be held in this room. 


HENRY C. ALEXANDER, General Credit Sales 
Manager, Belk B 
Carolina, is Gene 
meeting. A recognized authority in the consumer 
credit sales field, he will discuss “Public Relations 
and Your Credit Operation.” 


This one of the 30 Lanai suites inspired by the Hawaiian mode of living. Each 
suite has its individual tropical garden, an entrance via a large patio, spacious 
living room, master bed room, and even a galley-type kitchen. 


ROBERT KEITH GRAY, Vice President for Pub- 
lic Affairs, Hill and Knowlton, Inc., Washington, 

. C., was Secretary of the Cabinet under the 
Eisenhower Administration. His experience as an 
educator, businessman, author, and political ana- 
lyst has given him a wealth of experience for his 
presentation on “What Business Can Expect From 
The New Frontier.” 


RAY O. MERTES, Director, Schools and Col- 
lege Service, United Air Lines, Chicago, Illinois, 
is a nationally known personnel consult: guid- 
ance counselor, and educator. His experience in 
the field of sales and public relations will be 
shared in his talk “Horizons Unlimited.” 


ALFRED C. THOMPSON, Executive Vice 
President, Miller & Rhoads, Inc., Richmond, 
Virginia, is the elected President of the Na- 
tional Retail Merchants Association, and dean 
of retailers. His many years of experience as 
credit manager, controller, and as a leading 
merchandiser will come into play as he de- 
scribes “The Changing Retail Credit Picture.” 
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Mrs. Martha Bean 
Gleason—First 
Vice President 

Washington, D. C. 


Helen B. Sawyers 
Second Vice 
President 
Everett, Wash. 


Mrs. Dorothe M. Bolte 
Third Vice President 


Joliet, Til. 


MRS. INEZ McGAUGHY 


President 
Chattanooga, Tenn. 








\ /1TH THE GREATEST PLEASURE, I present the Officers, 

Chairmen and District Presidents who have contributed to a 
memorable year. | am deeply grateful to the National Retail Credit 
Association for making it possible to acknowledge their dedicated 
performance through The CREDIT WORLD. 

Miami will be a fitting climax to a year which has furthered our 
progress in Credit Career Advancement. Our educational program, 
enthusiastically accepted and widely used by our membership has 
enriched both our lives and our jobs. 

I shall look forward to Miami and the renewal of old friendships— 
the beginning of many new ones. 


be JN ane 


President Credit Women’s Breakfast Clubs of North America 








MIAMI CONFERENCE PROGRAM 
CREDIT WOMEN’S BREAKFAST CLUBS OF 
NORTH AMERICA 


Saturday, June 3 
10:00 AM Future Advantages Committee Meeting 
2:00 PM CWBC Board Meeting 
7:00 PM CWBC Mixer 
Sunday, June 4 
9:00 AM CWRBC Annual Business Meeting—All Day 
Monday, June 5 
7:30 AM ICCC CWBC Annual Breakfast 
11:00 AM CWBC District Officer and Chairmen Pow Wow 
Tuesday, June 6 
7:30 AM CWBC Career Club Breakfast 
5:00 PM CWBRBC Board of Directors 
Wednesday, June 7 
12:00 Noon CWBC Joint District Luncheon 


Note: These are CWBC functions only. For complete program of General 
Sessions and Group Meetings, see preceding pages 
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Frances Carlstrom 
Secretary 
Lawrence, Mass. 


he 


Mrs. Willamae Jackson 
Treasurer 


Little Rock, Ark. 


Geneva F. McQuatters 
Executive Manager 
St. Louis, Mo. 





Nelle Stombs Mrs. Mary S. Morgan Mrs. Georgia Marvin Mrs. Darleen Crocker 
Advisory Budget Bulletin By-Laws 
Rock Island, Ill. Houston. Texas Albany, N. Y. Portland, Me. 


Mrs. Wanda M. Brown Mrs. Helen S. 
Future Advantages Spendlove-Nominating 


Mason City, Iowa / Salt Lake City, Utah 
f AVC 


District ae | ents 


Mrs. Opal Wadley Avadana Cochran 
Historian Silver Anniversary 
Houston, Texas Bremerton, Wash. 


| ‘ S| \ 
* o/ . 


Mrs. Hazel Werme Mrs. Mildred Jacqulyn Henry Mrs. Loretta Meyer Mrs. Esther H. Gertrude Neeley 
District One Van Vranken Dists. Three & Four District Five Wellman, District Six District Seven 
Worcester, Mass. District Two Jackson, Miss. Akron, Ohio Omaha, Neb. Fort Smith, Ark. 
Albany, N. Y. 


‘By 


v 
Mrs. Mae Moleski Mrs. Norma L. Walker Mrs. Lillian Mary Ellen Hagen Mrs. Edna Rothe Mrs. Margaret 
District Eight District Nine McCracken District Eleven District Twelve Unbehaun 
Orange, Texas Casper, Wyo. District Ten Bakersfield, Calif. Washington, D. C. District Thirteen 
Vancouver, B. C.., Kenosha, Wisc. 
Canada 
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Bring Your Problems tor Solution 





FOURTEEN SEPARATE trade and professional groups 
of consumer credit granters will meet for an all-day dis- 
cussion of their particular credit, collection and customer 
relations problems at the International Consumer Credit 
Conference at Miami Beach, Florida. Tuesday, June 6, 
1961 has been set aside for this important purpose be- 
cause so many of our members have demanded that we 
do so. 

These down-to-earth problem solving sessions have 
proved to be about the most fruitful and rewarding part 
of the entire Conference. When you consider that in an 
average discussion group of 50 people, there could easily 
be at least 500 years of actual experience and business 
know-how represented, the immense value of attending 
the Conference becomes clear. No matter how serious o1 
complex your problem, it is almost certain that someone 
will be found in the group who has successfully grappled 
with one like it in the past and who will gladly give you 
the benefit of his experience. You get answers to problems 
and priceless professional assistance just for the cost of 
attending the Conference. 

In the April issue of The Creprr Worvp there appeared 
the outline of ten groups. The additional four are listed 
below. Plan now to attend this International Consumer 
Credit Conference. Complete the blank on the next page, 
send it to the National Office, and come to Miami for a 
refresher course in credit management. One new idea 
alone will pay for the cost of the trip. 


Medical Assistants 


THIS IS A personal and cordial invitation to all Medical 
Assistants to come to Miami Beach, Florida in June to 
participate in the program of the International Consume 
Credit Conference, and particularly in the Medical Assist- 
ants Group Meeting. 

For the first time one of the various industry group 
sessions will be devoted entirely to the special problems 
of medical assistants. This is in recognition of the grow- 
ing importance of credit and collection matters in our 
daily responsibilities. Tuesday, June 6, 1961 will be an 
all-day discussion of these problems. We will have ow 
own program and speakers. 

We are arranging now for representatives of important 
areas of our profession to guide the discussions of the 
subjects that will be selected. Every phase of credit man- 
agement, collection procedures and patient relations will 
be discussed at this all-day workshop session. 

Please come to this meeting—bring your problems. You 
are assured that there will be ample time for discussion 
and you will return home much better equipped to cope 
with them. Send in your registration today so that we may 
be guided in our planning.—Mrs. Lucille Swearingen, 
Group Chairman, Past President, American Association of 
Medical Assistants, Bartlesville, Oklahoma. 


Credit Unions 

THE CREDIT UNION movement has grown enorm- 
ously in the past several years. This growth, while very 
welcome of course, has brought with it many challenging 
and perplexing problems. For the first time in the history 
of the International Consumer Credit Conferences, Credit 
Unions will be afforded a separate all-day discussion ses- 
sion. 
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I have the privilege of sharing leadership of this Group 
with Mrs. Marguery Miller, Ferndale Co-Op Credit Union, 
Ferndale, Michigan, and her aid will be deeply appreci- 
ated. We will draw heavily on the views and experience 
of those in the audience. 

We promise all interested in credit unions who decide 
to attend this Conference that they will receive benefit 
and profit from a discussion of the pressing problems of 
the time. Let us all get together and get to know each 
other. We share so many problems and surely in the room 
there will be found satisfactory answers. 

I look forward to meeting many old friends and making 
new ones from Credit Unions throughout the country at 
Miami Beach on June 6, 1961. Please come.—Mrs. Lily R 
Norton, Group Chairman, Richards Employees Federal 
Credit Union, Miami, Florida. 


Credit Jewelry and Luggage 

OUR STUDY GROUP at Miami Beach, June 6, 1961, 
will be concerned with the problems confronting credit 
jewelers and luggage dealers in the three broad areas of 
consumer credit management, collection techniques and 
customer relations. There is so much for us to talk about 
I could fill this page with questions. 

We plan a minimum of formal presentations and a maxi- 
mum of audience-participation. This is my idea of getting 
right down to basic fundamentals. We will talk about the 
matters which mean profit or loss to us. 

Assisting me in conducting this all-day discussion meet- 
ing will be Mrs. Elizabeth Weinstein, The Jewel Box, 
Bristol, Virginia and Alexander S. Kerby, Grogan Com- 
pany, Pittsburgh, Pennsylvania. Both these fine people 
will bring years of experience to bear in discussing your 
problems. 

All jewelers and luggage dealers who are interested in 
profitable consumer credit management and _ collection 
procedures are cordially invited to attend this timely 
problem-solving seminar.—Joseph J. Jenkins, Group Chair- 
man, Duval Jewelry Company, Jacksonville, Florida. 


Home Services Industries 

TO THIS PARTICULAR discussion group at the Miami 
Conference, on June 6, 1961, we welcome all those con- 
sumer credit granters whose operations are related in any 
way to serving Mr. and Mrs. America in the home. This 
will include dairy, bakery and others. There are many 
special problems which confront us in our relationships 
with our customers in these days of rapid change 

An increasing number of distributors of merchandis« 
are taking their products and services directly into the 
home and. credit often enters into the sales picture. And, 
of course, where there is credit, there will always be col 
lections. These collection problems can be serious indeed 
unless handled skillfully. 

May I, as Chairman of the Home Services Industries 
Group, urge everyone interested to attend this all-day 
session. You will find it profitable and worthwhile to 
spend this important day of study with us, finding answers 
to the questions which bother you. 

Please do come to Miami and attend the Home Ser 
vices Industries Group Session. I shall look forward to 
welcoming you personally.— Frank D. Kollmer, Group 
Chairman, Aldens Inc., Chicago, Illinois. 





Registration WSlank 


47th International Consumer Credit Conference 
AMERICANA HOTEL 
Bal Harbour-Miami Beach, Florida 
June 3-7, 1961 





NAME: — ‘ on _ SPOUSE:. 
(Badge will be printed as indicated here) 


Fino: FAMILY: 
ADDRESS: 
City: 
Type oF BusINEss: Attending Conference for Ist time 
Memser: NRCA CWBCofNA ACBofA 
Are You: District Officer District Director 
State Officer State Director 


Local Officer_— : : : Local Director 


I PLAN TO ATTEND: Quarter Century Club Breakfast Career Club Breakfast 


Con erence Rec istration 
9 





ADVANCE REGISTRATION PRIZES 


1 Nassau Hat to everyone who registers before April 15, 1961 
1 Chance on a Free Trip to Nassau 

1 Chance on a Free Room at Americana for ICCC Conference 
10 Other Wonderful Attendance Prizes 


Advance Registration important for Prizes, Room Reservations, Conference appoint- 
ments and special conference information. 


Full refund on advance registration will be made if cancellation is 
received prior to May 20. No refunds will be made after that date 


No. WANTED AMOUNT 


Delegates (CWBCofNA — Sunday Only) . ...... . $3.00 
*ICCC Delegates (NRCA, CWBCofNA, ACBofA) . . . . . $25.00 
a OR FD ee 

ICCC Annual Breakfast (Additional Ticket) . . ... . . $5.00 

ICCC Wednesday Sessions and Banquet . ..... . . $15.00 


ICCC Banquet Only (Additional Tickets) . . . . . . . $12.50 
(Children under 12 years $10.00) 


Please check items and mail registration 
blank with check attached made payable to 


INTERNATIONAL ConsuMER CrepItT CONFERENCE °The ICCC Delegate registration fee includes 
NaTionat Retar Creprr AssociaTIon all conference sessions and activities except 
375 Jackson Avenue, St. Louis 30, Missouri the Sunday CWBCofNA meeting. 
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CREDIT DEPARTMENT 
Communications 


LEONARD BERRY 


B' SINESS LETTERS are meant to persuade peopl 
) to do things willingly. Successful modern business 
letters are forceful, impelling, persuasive, written sales 
manship 

It helps to accomplish such letters if writers will keep 
constantly in mind the fact that thev are writing to peopl 
human beings And, because thev are human beings 
these readers will respond far more readily to appeals to 
the heart than they will to arguments based entirely on 
cold logic Chis is one of the most important lessons we 
can learn in developing proficiency in letter writing, appeal 
to the heart first; the rest will follou 

Collection letters should be warm with the quality of 
personal concem lo be sure, the collector wants his 
money, but the best way to get it is by slanting the em 
phasis on the collection appeals to the reader's interest 
This is the way to get the money and keep good will 

here are many excellent reasons why it is advantageous 
for a debtor to pay his bills. Use such “YOU” approaches 
to convince the debtor it is smart to have good credit, that 
the ability to command credit is a power rful tool in using 
family income wisely, that good citizens enjoy fine credit 


reputations because they earn them, and so on 


Keep the debtor's picture in your mind as far as possible 
while you are writing to him, and talk to him in friendly 
pleasant and above all helpful language Use personal 
words people folks, associates, co-workers, rather than 
impersonal words, company, management, organization 
employees. 

Wherever possibl use vivid words, strong, distinct and 
colorful words Invite coax and welcome the reader to 
accept the ideas you are presenting for solutions to his 
problems. Plant successful and constructive ideas in the 
reader's mind and the response will almost certainly be 
pleasant, successful and constructive 

It helps too, if the letter writer will keep in mind th 
fact that each person being written to is trying to get along 
with his environment in his own way. He has his own 
special set of ideas, problems, hopes, dreams, frustrations 
ind the like. Again, so far as possible, letter writers striv 
ing to get things done willingly, should relate the messagi 
of the letter to the particular person’s particular needs 

Whatever we are writing about it is not enough merely 
to state our case or to inform the reader what we want 
We must in some manner imagine the reader's reaction t 
the letter. We must in some wav relate the me ssage to his 
life This means knowing as much as we possibly can 
about his special circumstances and how he is coping with 
them. In many cases this information is not difficult to 
obtain. In collection work, for instance, the original credit 
application contains a wealth of personal detail which 
helps to build up a mental picture of the debtor and his 
wav of life Credit bureau reports are intensely humat 
documents, revealing facets of life and behavior charac 
teristics which the tute and perceptive counselor can use 


) f) lie his ke tter to mswer in ady mice unspoke nN que Ss 
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tions, and to overcome before it develops any possible 
resistance to ideas and suggestions 

In every city and community there will invariably be 
one store which consistently achieves better collections and 
enjovs better customer relations than its « ompetitors. Why? 
Part of the answer will be the excellence of its communi 
cations. This excellence can often be traced to some warm 
hearted, friendly folk in the collection department who 
insist that people are humans and that they should be 
treated as humans, not numbers or subjects, and that most 
people are trying to get along with their individual prob- 
lems in the very best way they possibly can, using what 
available to the m The good 
correspondent finds ways to help people not to hinder 


evel resources are 


them—to help solve problems not create new ones 


This Month's Illustrations 

Illustration No. 1. What a golden opportunity for good 
will-building we have in the occasion of opening a new 
credit account! This fine “new account acceptance” lette1 
came from Ken Van Epps, Credit Sales Manager, W. P 
Fuller and Company, Phoenix, Arizona. Mr. Van Epps 
properly highlights the convenience and pleasure that the 
new credit account will bring to the customer; the terms 
merely mentioned as a footnote 

Illustration No. 2. Banks are going after the direct 
consumer credit business with vigor and imagination 
Here, for example, is an attractive mailing piece from 
the First Security Bank, Kirkwood, Missouri. That word 
preferred always seemed to me to carry special madic 
Who doesn't feel mild satisfaction at least when told he 
is preferred. Identification cards, personal credit cards 
othe means ol pe rsonalization. are cnyjoving a big vogue 
these days. With reason too. We all like to be known 
and recognized 

Illustration No. 3. Here is a seasonal credit sales pro 
motional item for you to put in your “letter file” for 
reference next yea! When we link credit with unusual 
and thoughtful service w have a strong sales combina 
tion. Here J. O. Jones, Charlotte, North Carolina cleverly 
uses Valentine's Day as the “hook” for an appealing sales 
communication, 

Illustration No. 4. 
tasteful customer promotion for your “idea” file Chis 


Ariother extremely well done and 


was sent to the customers of Scruggs Vandervoort Barney 
outstanding St. Louis department. store. 


Illustration No. 5. Also from Scruggs Vandervoort 
Barney, we show a blank check of the kind provided by 
many stores for the convenience of customers in the 
In case vou might have a little difficulty 
in reading the words under the “amount” line here they 
ire: “I hereby declare and affirm that I have to my 
account in the bank on which this check is drawn 


cashic rs office 


funds sufficient to meet the amount for which it is given 
ind it is through this re presentation that I have obtained 
value to this amount fr... the above named corporation.’ 
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STATE LEGISLATION 








Tennessee: Governor Ellington signed into law on 
March 15 the “Retail Instalment Sales Act,” Public Chap- 
ter No. 110, “An Act to amend Title 47 of Tennessee 
Code Annotated by inserting at the end of said title a 
new chapter to be designated as Chapter 19, Retail In- 
stalment Sales, said chapter to be known as the Retail 
Instalment Sales Act to regulate the sale of certain goods 
in retail instalment transactions, including the regulation 
of retail instalment contracts and retail charge agreements, 
and fixing the time price differentials charged on each; 
to regulate conditional sales contracts and the assignment 
thereof; to provide for various types of transfer of such 
contracts and agreements; to provide criminal and civil 
penalties and sanctions for violations of the act; and to 
define certain terms used in the Act.” 

Rhode Island: A bill sponsored by Senator Frank 
A. McMurrough would require anyone selling electrical 
or mechanical equipment or appliances to maintain re- 
placement parts for the items sold for at least five years. 

South Carolina:. Bills to regulate interest charges and 
other practices involved in consumer credit financing were 
introduced by a special committee that studied consumer 
credit operations in the state for almost a year. The 
measures would: reduce from $1.75 to $1.25 the monthly 
charge levied against loans under $200 (this charge is 
made in addition to the 6 per cent interest rate); limit 
to 1 per cent the monthly charge on revolving charge 
accounts; limit to 10 per cent the interest rate a pawn- 
broker can charge on loans of $50 or less each month, 
with a minimum charge of 50 cents permitted on loans 
under $10; and establish a schedule for the interest rate 
on new and used motor vehicles and other goods bought 
on time, with all charges, interest, service, etc., to be 
itemized on the credit contract: 

Illinois: Attorney General William G. Clark announced 
he would seek the enactment of legislation to create a 
consumer fraud bureau backed by new laws to enable it 
to put shady retailers out of business. He said his target 
was a relatively small group of “gyp artists” who destroy 
confidence in reputable retailers. Under the plan, where 
citizens’ complaints are found to be justified, criminal 
aspects would be referred to state’s attorneys or civil ac- 
tion would be taken to force violators out of business. In 
some cases Clark said he might seek revocation of corpora- 
tion charters. 

Missouri: A bill to give merchants wider power of de- 
tention and investigation in dealing with suspected shop- 
lifters was given initial approval by the Missouri House 
ot Representatives. 

New Hampshire: A resolution proposing a study by the 
State Legislative Council to determine whether the state 
should employ a “consumer counsel” to represent the 
buying public was favorably reported to the Senate by its 
Judiciary Committee. 

North Carolina: A bill to place a 90 day moratorium on 
establishing new small loan firms in the state was given 
final passage by the legislature. 

Wisconsin: A bill to reduce interest on small loans up 
to $300 was introduced by Senator Davis A. Donnelly. 
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The measure would set an interest limit of 2 per cent 
per month on the first $100; 1% per cent on the second 
$100, and 1 per cent on the third $100. 

California: Legislation to strengthen the retail instal- 
ment credit law has been proposed by Assemblyman 
Jesse M. Unruh, sponsor of the original 1959 measure 
“By tightening up the present law regulating all time 
payment sales, we hope to give added protection to the 
consumer and to the honest seller by restricting the ac- 
tivities of unethical salesmen,” said Unruh. The proposal 
would extend coverage of the law to referral sales and 
make willful violation a misdemeanor. It would make it 
mandatory that referral sales agreements be included in 
an original sales contract and also require that all bonuses 
or commissions promised in return for referral to be spelled 
out in the single document comprising the contract. An- 
other proposed change would require that the “same 
goods or services be provided whether the sales contract 
specifies cash or credit payments.” Unruh said he had 
been pledged “active approval and support” of the 
changes by State Consumer Counsel Helen Nelson and 
by the California Retailers Association. 

New Hampshire: Two bills aimed at curbing small Joan 
interest rates were introduced in the New Hampshire 
legislature by Representatives Pickett and Hancock. Bills 
are aimed at eliminating “abuses” uncovered during hear- 
ings conducted by the committee. Pickett’s measure would 
raise from $300 to $2,500 the borrowing that would come 
under the small loan statute. The Hancock measure would 
hike the small loan category from $300 to $1,500. Under 
his measure, small loan firms would be prohibited from 
making second mortgage loans and loans for household 
bills. It would also eliminate the convenience and advan- 
tage clause from the law. 

New Mexico: Governor Mechem signed into law a con- 
troversial small loan bill. It drops from 3% per cent to 3 
per cent the rate on loans up to $150 and so on down 
the scale until the rate for loans over $300 is % per cent. 

Rhode Island: .A bill to provide stringent regulation on 
retail instalment credit was introduced by Senator Francis 
Smith. It would apply to all who give instalment credit 
at retail on sales involving $7,500 or less. Special meas- 
ures apply to automobile sales. The bill would fix maxi- 
mum charges for instalment buying, based upon original 
purchase price, of 6 per cent a year for new motor vehi- 
cles; 8 per cent for used cars not more than two year old; 
9 per cent for older cars; and 9 per cent on instalment 
sales of all other goods. All those covered would be re- 
quired to obtain $100 annual licenses from the State 
Director of Business Regulation. It would establish $10 
annual licenses for those extending instalment credit on 
motor vehicles. The State Director of Business is given 
the power to suspend or revoke licenses for a variety of 
offenses, such as fraud, misrepresentation, demonstrated 
unworthiness, bad faith or dishonesty. He could subpoena 
books. The instalment contract must contain cash price, 
down payment, trade-in allowance, unpaid balance, in- 
surance charges, official fees and instalment terms. Pro- 
vides that when the unpaid balance on an instalment ac 





count is increased by a second purchase under the same 
agreement, subsequent time payments would be applied 
against the earlier and later purchases separately, in ratio 
to their value. 

Texas: A bill to regulate small loan companies was 
favorably reported to the House by its Banks and Banking 
Committee. The bill is HB7 sponsored by Rep. Criss Cole. 
The bill covers firms making loans of $3,000 or less and 
charging interest rates of more than 10 per cent. It 
would create an Office of Consumer Finance Commissionet 
in the State Banking Department. It permits “reasonable” 
insurance coverage to be provided in connection with 
the loan. The total rate on a $100 loan would be 3.33 per 
cent per month; on a $200 loan it would be 2.48 per cent 
per month; and on $300 it would be 2.2 per cent. 


Rhode Island: A bill sponsored by Rep. Eugene F. 
Cochran would repeal the state’s 25-year-old fair trade 
act which permitted manufacturers to establish minimum 
sale prices on their trade-marked products. 

Arkansas: The Uniform Commercial Code, endorsed by 
the Arkansas Bankers Association, was signed into law 
by Governor Faubus and becomes effective January 1, 
1962. The Code was drafted to revise and modernize 
various laws governing the State’s business and finance. 

Ohio: The House approved and sent to the Senate a 
bill sponsored by Rep. Ralph Fisher giving State-chartered 
building and loan associations broader loan authority in 
financing the development of residential housing sites. 
Fisher says that State-chartered associations would be 
given the same loan power in this field that Federally- 
chartered savings and loan associations now hold. 

Minnesota: Several bills reported in the Retail Credit 
Ledger are quoted for your information. A bill for an 
act relating to and regulating retail time sales and retail 


charge agreements has been referred to the Legislative 
Commerce Committee of both the House and the Senate 
(S 1143 and H 1305). This bill was framed by the Min- 
nesota Retail Federation. It pertains to retail charge 
agreements including revolving charge transactions but 
does not concern itself with retail instalment contracts. 
It provided for open disclosure and would fix a maximum 
carrying charge of 1% per cent per month on the unpaid 
balance. Senate file No. 826 presented to the Senate 
Judiciary Committee would virtually erase the present 
garnishment law in that no person or corporation could 
be garnished for wages due the defendant for personal 
services unless the garnishment had first been reduced to 
judgment. 

Wyoming: Following two years of controversy in the 
state legislature and the courts, trading stamps are appar- 
ently dead in Wyoming. The county attorneys association, 
at a recent meeting in Casper, decided that the law, upheld 
last year in the Wyoming Supreme Court, outlawed all 
stamps given by trading stamp companies. There earlier 
had been some uncertainty as to whether a merchant 
could give stamp company stamps and redeem them in 
cash without violating the law. Such a procedure would 
have been designed to take advantage of a clause in the 
law allowing merchants to give and redeem their own 
stamps. Some stamp company spokesmen had previously 
said that they thought cash-for-stamps would be legal. 
The county attorneys, however, decided it would not be 
legal. 

Nebraska: A bill designed to strengthen the state unfair 
sales act was given unanimous initial approval by the 
Nebraska legislature. The bill authorizes trade associa- 
tions to bring action on behalf of one or more members 
to enforce the law, which generally prohibits below-cost 
sales. 








skip tracer. 


cate a skip without a regis- 
tered letter. 


Eleven stories of actual cases 


tracing and collection meth- 


registered letters. 
registered letters. 
letters. 

How to find the job. 


A concrete case. 











Hard bound, 6” 


REPEAT ORDERS from Collection Agencies and 
Chain Organizations PROVE Its Value! 


These firms ordered copies for each of their offices or for each 
of their executives. 

SECURITIES CREDIT CORP. of Denver, Colo., ordered 14 copies. 

MERCHANTS ACCEPTANCE CORP. of Worcester, Mass., has ordered 
21 copies. 

MILLER MANAGEMENT CO. of Nashville, Tenn., ordered 160 copies. 
Recently they ordered an additional 84 copies. They write: “Many 
thousands of dollars worth of skip accounts have been located through 
the direct result of your book.” 


You, Too, Can Profit by This Book! Order Today! 





The ONE Book Every Collection Man Should Have 


One New Idea Will Make or Save You Its Price Many Times Over! 


SKIP TRACING ied OW Collecting Old Accounts 
Procedure for the individual 
Procedure for the firms of vol- T TT Current Collections 
ume Dusiness. . ° 
Fourteen different ways to lo- A | Merchendise in Storage 
A letter to former employers Conditional Sales Law 
that will bring phenomenal Bankruptcy Law 
results. : 
Supplementary Proceedings 
— —_. 4 Sao Seat Col i ECT Intra- and Inter-State 
through these skip 


mice when and where to send by A. M. TANNRATH ee 
Ten ways of locating skips by Authority on Credits, Collections and Skip Tracing 
Analyzing returned registered The Only Book of Its Kind Ever Published For All States 


Tracing the guarantor. For llecti 
Tracing the guarantor’s job. $600 a Coe 





Instalment Credits 


Bad Check Law 


Commerce Laws 


Ethics 
Digest of Commercial Laws 


How to Forward Claims 


Now on Page 13 








x 9, 270 pages 
*s== CLIP AND MAIL THIS COUPON TODAY.... 


A. M. TANNRATH 
343 S. Dearborn, Suite 608, Chicago 4, Il. 
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Wesley E. Scott Cited 

Wesley E. Scott, Director, Division of Commercial and 
Distributive Education Philadelphia Public Schools, Phila 
delphia Pennsylvania Was cited recently for his work itt 
business education The citation, signed by Governor 
Lawrence and Dr. Charles Boehm, Superintendent of Pub 
lic Instruction, read: “In grateful recognition of outstand 
ing service to the Public Schools of Pennsylvania.” Ow 
National Junior Credit Executives Club program was dé 
veloped by Dr. Scott and he serves as Honorary Secretary 
of the Club 


Customer Relations Course Set for 


Maritimes 
In September 1961, S. H. Womack will present his 
Customer Relations Course in the Maritimes with Amherst 
Nova Scotia; Halifax, Nova Scotia; St. John’s, Newfound 
land: and Svdney, Nova Scotia on his itinerar 


Byron K. Fickle Retires 

Byron K. Fickle, Assistant Treasurer and Manager of 
the Credit Division of the Ohio Oil Company, Finlay 
Ohio, retired recently after 40 years of service with the 
company. He joined the company in 1920, working in 
production accounting and later assumed duties in refining 
He was made general credit manager in 1933, assistant 
treasurer in 1944 and a director of Ohio Oil's Marathon 
Finance Company in 1957. He is a former director of the 
American Petroleum Credit Association, and is active in 
the National Association of Credit Management. Credit 
Research Foundation, the National Institute of Credit 
ind has been a member of the National Retail Credit 


Association since 1939. 


Harry L. Bunker Retires 

Harry L. Bunker, former President of the National Re 
tail Credit Association retired February 28, 1961, after 30 
vears of service as Credit Manager, Capwell’s, Oakland 
California Che picture below was taken at a dinner in 
honor of Mr. Bunker. Left to right, are, Munroe M. Den 
ham, President, Credit Granters of the Greater East Bay 
Lindley S. Crowder, former General Manager-Treasuret 
National Retail Credit Association: Harrv L.. Bunker: and 
Henry Sichel, Vice-President. Credit Granters of — th 
Greater East Bay 
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and Kvents 


Coming District Meetings 

District One (Connecticut, Maine, Massachusetts, New 
Hampshire, Rhode Island, Vermont, Provinces of Quebec, 
New Brunswick, Nova Scotia, and Prince Edward Island, 
Canada) will hold its annual meeting at The Wentworth 
by the Sea, Portsmouth, New Hampshire, May 14, 15, and 
16, 1961. 

District Eight (Texas) will hold its annual meeting at 
the Raleigh Hotel, Waco, Texas, May 21, 22, and 23, 
1961. 

District Ten (Alaska, Idaho, Montana, Oregon, Wash 
ington, Provinces of Alberta, British Columbia, and Sas- 
katchewan, Canada) will hold its annual meeting at the 
Empress Hotel, Victoria, British Columbia, Canada, May 
14, 15, and 16, 1961. 





Poughkeepsie, New York 

The new officers of the Retail Credit Association, Pough 
keepsie, New York, are: President, Thomas E. Murphy 
Credit Bureau of Poughkeepsie; Vice President, Mrs 
Margo Bennett, Town Shop; Secretary, Alfred S$. Tenhope, 
Rocket Stores; and Treasurer, Alan Punchar, Outchess 
Bank and Trust Company. Directors: Glenn MacClelland 
Mid-Hudson Oil Company; Saniel Stone, Saniel Jewel 
Box; and Joseph Gusmano, Mid-Hudson Bottled Gas 


New Position for C. Ray Wark 
C. Ray Wark, has been appointed Manager of Cotirell’s 
Credit De partment, Denver Colorado. He had been man 
ager of the Daniels & Fisher credit department of the 


same city for manv vears 


W. H. Blake Addresses Salisbury 


Merchants 

William H. Blake, Executive Vice-President, National 
Retail Credit Association addressed the Salisbury-Spencet 
Merchants Association, Salisburv, North Carolina recenth 
The 36th Annual Banquet of the Association was held at 
Catawba College where Mr. Blake was formerly Dean of 
Men. The picture below was taken at the annual event 
Left to right are. Henry C. Bermhardt, Executive Vic« 
President, Salisbury-Spencer Merchants Association; W i] 
liam H. Blake und A. W. Allev, Manager. Belk’s of Salis 
burv, and President, Salisburv-Spencer Merchants Associa 


tion 





Unseen Collector 

COLLECTING has been a rewarding experience for 
me l have gained scores of unseen friends through a 
relationship that is not usually synonymous with the word 
collection.’ It is a human being to human being relation 
ship. I never see and rarely do I meet my customers. | 
just talk to them over the tele phone and I am a good 
listener. I am referred to by my first name, which, I have 
learned, is a little trick of the trade that tends to ease any 
embarassing Situation. 

Human psychology? Improper customer to manage 
ment relationship? Debatable. Call it what you may. It 
made the somewhat unple asant task of collecting not the 
harrowing experience it might appear to be, but the 
gratifving feeling of dealing with and understanding the 
average shopper who is a little neglectful, a little over 
indulgent and often a little broke 

Sympathy for the illness and understanding ot reverse 
finances are a part of my make up. I am not, however, an 
easy push over for any customer who “is trving to get 
away with it.” Experience and insight that is derived from 
experience has taught me when to be firm 

Since the ultimate results have been quite favorable, | 
highly recommend this method of collection. I always 
refer to myself as the “unseen collector. Mrs. Svlvia 
Gruntfest, Assistant Credit Manager, Empire Sportswear 
He mpste ad, New York. 


For Sale 








Crevit Bureau and Collection service in large, dynamic 
city with well populated trading area. Excellent climat 
year round. Selling because of other business interests 
Box 5615, The Creprr Worxp, 375 Jackson Avenue, St 
Louis 30, Missouri 

Crepir Bureau in Pacific Northwest with reporting 
service collections and a follow up service on past due 
accounts Established 1956. Gross income for 1960 
doubled gross of 1959 Population 9,000 to 10,000 with 
large increase during summer months. Suitable for man 
and wife team. Box 5611, The Creprr Wortp, 375 Jack 
son Avenue, St. Louis 30, Missouri 





For Lease 


COLLECTION DEPARTMENT in credit bureau in South 
west city of 8,000. Large trade area and only credit 
bureau within 70 miles. Experienced collection manda 
tory. Box 5614, The Creprr Worip, 375 Jackson Avenue 
St. Louis 30, Missouri 


—— For Sale or Lease 


Well established Credit Bureau and Collection Depart 
ment in Florida’s best vear round climate Small, but 
profitable operation, ripe for immediate expansion. Ideal 
for husband and wife, but will require enlargement soon 


due to rapid increase in population. Will consider sale on 
terms or lease with option to purchase. Good opportunity 
for experienced person to acquire own business. Minimum 
capital required $5.000. Will give full details to be fol 
lowed by personal interview in Miami in June or further 
contact by mail Box 5616, The Crepir Wortp 
Jackson Avenue, St. Louis 30, Missouri 


— Wanted to Buy 


Crepit Bureau or collection agency or a combination 
of both. Must be located in New Jersey. Give full de- 
tails. Box 5612. The Crepir Woruwp, 375 Jackson Avenue, 
St. Louis 30. Missouri 


Position Wanted — 


Crepit-CoLLection supervision multi-plant operation 
At present with dairy, 75 routemen, 40,000 accounts. Age 
38, family, will relocate. Box 5613, The Creprr Wor vp, 
375 Jackson Avenue, St. Louis 30, Missouri 


John T. Wilson 

John T. Wilson, 54, Manager of the Retail Merchants 
Association, Wichita Falls, Texas, died suddenly on March 
9, 1961. He had been manager of the association since 
1945 and before that he managed the Port Arthur Retail 
Merchants Association, Port Arthur, Texas. He was past 
president of the Retail Merchants Association of Texas and 
the Associated Credit Bureaus of Texas. He is survived 
bv his widow, one daughter and three sons to whom we 


extend our de¢ pest sympathy 


Henri R. Wolkoff Speaks in New York 

Henri R. Wolkoff, General Credit Manager, The Town 
Shop, Poughkeepsie, New York, and President, District 
Two, N.R.C.A. was a featured speaker before the New 
York State Liquid Petroleum Gas Industry convention held 
in New York, April 12, 1961. His topic was “Better Man 
agement of Credit for Better Profits.” Mr. Wolkoff was also 
in charge of a panel session on credit and collections. Other 
members of the panel included Joseph Gusmano, Mid 
Hudson Bottled Gas Company, Poughkeepsie, New York 
and Patrick Magee, National Propane Company Garden 
Citv, New York 


New Collection Manager at The Fair 

Henry Wess has been appointed Collection Manager of 
The Fair ( hicago Illinois to succeed R. | Mihm who 
resigned to iccept a position as ¢ redit Sales Manager of 
Maurice L. Rothschild, Chicago, Hlinois 


Saul Stone Goes to Chicago 
Saul Stone, Credit Manager, May-Stern Company, Pitts 
burgh, Pennsylvania for many years has left the company 
to accept a position as assistant to the Executive Vic 
President of Polk Brothers ( hic ago Illinois He Ss ia 
past president of the Retail Credit Association of Pitts 


burgh and has been an officer and director in the Credit 
Bure itl 


Credit Men Honored 


At a recent meeting of the Credit Granters Association 
of Greater Trenton, Trenton, New Jersey, attended by 
Earle A. Nirmaier, President, National Retail Credit As 
sociation, three men of the local group were honored. Mi 
Nirmaier presented plaques to Joseph Martin, Hurley 
Tobin Company; Marvin Severn, First Trenton National 
Bank; and Harvey Voorhees Nevius Voorhees for their 
efforts in the field of consumer credit both locally and 
nationally Pictured. below. left to right: Earl A. Nirmaier 
Ernest Ferris, Yardvill Supply Company, pre sident of the 
local association; Harvey Voorhees Joseph Martin, Marvin 
Severn; and Daniel Graziano, Credit Bureau of Trenton 
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Consumer Credit Outlook 


insteiment credit outstand-. vonsumers I f is bill, 
ing, seasonally edfasted leclined fx 1e which was originally introd i in the 
second senseentive month by 08 million t Con Ss 1as been redrafted after 
in February, 1961 to an estimated $42.3 nsultation wi the President's Council 
billion. Non-instalment credit sarenees- rconomi ivisors o incorporate 

ing rose $27 million dur ing tl wag same peri many Administration ideas as possible. 

to an estimated $11.8 billion. Aeron “oly S r Paul Dou s wi 1 od 

and Intermediate-Term eae ier Credit at 1is "Full Disclosure” 1 into the 87th 
February 28 stood at $54.1 billion... off yongress, it was learned by NRCA represent- 
$181 million from the previous month. De- atives. A review of an advance copy of the 
partmen at store ang mail order house credit pror Land bill ee licates that there are 
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s/¢ . ntyr 
soon introauce 





outstanding, unadjusted, rose $6 million several modifications of S 2755 which was 
at to z. -4 billion at month end. introduce - 
President Kennedy will soon estebi ish a change, 

White House office to represent consumers’ ferred as "finance charge” 


interests. The office will be headed by 1isclosure of finance charge sti 
woman and the leading candidate is I in the bill. 
Persia Campbell, an economist, who was con full in The CREDIT 
sumer adviser to Averell Harriman when j i 
was Governor of New York. It is report 
that the maa ijent has asked her preps 
outline of the functions of 
she views verse The counsel 
mt consumers’ interests in 
yre the fae’ regulatory S as minis tion nticiy 
ell as in the formulation of oad mi ion new jobs. Should this 
j j *heck with White Houss onsumer credit granters wi 
»>ir outlook drastica 
»f the consumer. 


urvey Research Center of 








$ Petauver r plans to again in- sity of Michigan reports the A 
stablishing a Department of sumer is sti autious and has 
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PLANS TO BUY DURABLE GOODS WITHIN 6 MONTHS 


Per cent of all families Per cent of all families 
12 
NEW AND USED AUTOMOBILES WASHING MACHINES 
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REFRIGERATORS 


NEW AUTOMOBILES 
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USED AUTOMOBILES 
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Quarterly Survey of Consumer Buying Intentions, Federal Reserve 
Board, Bulletin, March 1961. 
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beginning of month 


Changes in Department Store Sales and Accounts Receivable 





Percentage change from 
February, 1961 
_— Month 


ago 


Year 
ago 


Sales during month lotal 


Cash 
Charge 
Instalment 


6 
6 
l 
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Accounts receivable, end of month 

Charge 
Instalment 





Collection Ratios and Percentage Distribution of Sales 





Feb. | Jan Feb 

Item 1961 1961 1960 
Collection ratios Charge accounts 45 
Instalment accounts 4 
Percentage distribution of sales 

Cash 

Charge 

Instalment 








Collections during month as a percentage accounts receivable 


at 


na a 


Short- and Intermediate-Term Consumer Credit Outstanding 


(Estimates, in millions of dollars) 





Increase or decrease ( 

during 

on . Woh 
Type of Credit February 


Sea. |Feb 
Adj 


8 


Unadj 


Instalment credit, total 

Automobile paper 

Other consumer goods 
paper 

Repair and modernization 
loans 

Personal loans 


Noninstalment credit 
total 


Single-payment loans 
Charge accounts 


Service credit 


Total consumer credit 





Year ended 


1961 








Includes amounts outstanding on service station 
credit-card accounts and home-heating 


oil accounts 
million on February 28, 1961 
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and miscellaneous 
which totaled 


$442 


29 





Consumer Instalment Credit, by Holder and Type of Credit 


(Estimated amounts outstanding, in millions of dollars 





Increase or decrease 

: during 
Type of credit and , ae 
mecemmenti Feb Feb. | Year ended 
1961 1960 Feb. 28, 1961 


Commercial banks 

Sales finance companies 

Credit unions! 

Consumer finance 
companies! 

Other financial institutions 

Retail outlets 


Automobile paper 


Commercial banks 

Sales finance companies 
Other financial institutions 
Automobile dealers 


Other consumer goods paper 


Commercial banks 

Sales finance companies 

Other financial institutions 

Department stores 

Furniture stores 

Household appliance 
stores 

Other retail outlets 


Repair and modernization 
loans* 2,935 


Commercial banks 2,104 
Sales finance companies 64 
Other financial institutions 767 


Personal loans , 11,153 020 


Commercial banks 3,493 267 
Sales finance companies 1,001 56 
Other financial institutions 6,659 : K 667 











‘Estimates of loans at credit unions and consumer finance companies by 
type of credit are included with figures for other financial institutions 

Figures by type of retail outlet are shown below under the relevant types 
of credit 

‘Includes mail-order houses 

‘The face amount of outstanding FHA Title I loans at the end of February 
is reported by the Federal Housing Administration to be $1,852 million, of 
which an estimated $1,575 million is for consumer purposes and is included 
in the above 
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Consumer Instalment Credit Extended and Repaid, and 
Changes in Credit Outstanding 


In millions of dollars 





Auto- 
mooue 


paper 


Without seasonal 
adjustment 
Credit extended 
1961 Feb 
Jan 
1960—Feb 


Credit repaid 


Jan 
1960 Fe 


Seasonally ad justed 
Credit extended 
1961—Feb 

Jan 
1960 Feb 


Credit repaid 
1961—Feb 191 
Jan ; : 1,154 159 
1960—-Feb 3.7 1,084 146 
rease or decrease in outstanding 
credit, seasonally ad justed 
1961 Feb Z 173 60 
Jan 
1960—4th qtr 
mo. av 
3rd qtr 
mo. av 
2nd qtr 
mo. av 
Ist gtr 
mo. av 
1959-—4th qtr 
mo. av 











Includes adjustment for differences in trading days 

Seasonally adjusted changes in outstandings derived by subtracting cre 
repaéd from credit extended 

NOTE Estimates of instalment credit extended and repaid are based on 
information from accounting records of retail outlets and financial institutions 
and include finance, insurance, and other charges covered by the instalment 
contract. Renewals and refinancing of loans, repurchases or resales of 
instalment paper, and certain other transactions may increase the amount 
of both credit extended and credit repaid without adding to the amount of 
credit outstanding 











NASSAU POST CONVENTION TOUR 


LEAVE MIAMI — JUNE 8th FLIGHT 403 1:15 P.M. VIA PAA 
LEAVE NASSAU — JUNE 10th FLIGHT 408 6:45 P.M. VIA PAA 
INCLUDING: ROUND TRIP AIRFARE, BRITISH COLONIAL HOTEL, SIGHT-SEEING 


TWO MEALS PER DAY — $87.50 PER PERSON 
WITHOUT MEALS — $73.50 PER PERSON 


ENCLOSE DEPOSIT, $10.00 PER PERSON FOR DEFINITE RESERVATION 


Wyllys Jours 2921 Collins Avenue 


Miami Beach, Florida 
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New Horizons in consumer protection against deceit and 
fraud:—The government of the District of Columbia has 
indicated that we have come to something of a “New 
Frontier” on the matter of need for better machinery to 
deal with frauds upon the consumer. At the same time, 
a $1,000 verdict in a fraud case, handed down on April 
10, 1961, by Judge DeWitt Hyde of the Municipal Court 
of the District of Columbia, seems to point the way to an 
answer based upon existing law. 

First, to consider the “New Frontier’—the challenge 
which the D. C. government finds in the home improve- 
ment industry: Following a study of 505 complaints in the 
home improvement field, occurring in the District in 1960, 
the “Management Office” of the D. C. government has 
made a five-pronged set of recommendations, including 
a call for a new “general fraud” statute, or amendments 
up-dating existing statutes, that will “provide a modern, 
effective means of coping with crooked practices” that 
fleece or bilk the consumer (meaning primarily criminal 
penalties therefor). 

An outstanding feature of this study is the fact that 
of the 505 complaints analyzed, over 50 per cent involved 
only 23 home improvement contractors; further, that of 
the approximately 1,000 companies doing this type of 
business in the D. C., 858, or 85.8 per cent had no com- 
plaints against them. 

Hence, it is clear that it is the same old story of the 
actions of a small fraction of the members of a particular 
sector of business or industry that tend to blacken the 
good reputation of all of the members, and sometimes 
succeed to that extent, at least, in the minds of some 
people. While this aspect of the situation is well-nigh 
intolerable to the honest business man, it should be 
equally so to the consumer who has been cheated out of 
his money. For the study shows that it is not only shoddy, 
late or inferior work that the home-owner complained 
about, but on the contrary, the report indicates that nearly 
half of the complaints analyzed involved some degree of 
misrepresentation with respect to financial terms involved. 

Now, to look at Judge Hyde's decision, involving a 
Mr. and Mrs. Franklin, who had bought a used car—this 
case shows that existing law touching civil liability for 
fraud can be a very handy tool indeed if used with vigor 
and resourcefulness 

In this case the Franklins (who were defendant-counter- 
claimants) bought a used car in 1959 from a dealer who 
went out of business, but who at the time of the sale was 
allied with and under the direction of the finance company 
which acquired the sales paper. 

The evidence showed that the Franklins were told 
that the payments would be $25.00 per month, when in 
fact they were $51.20. “They,” the judge said, “are an 
elderly couple, inexperienced in business. They are the 
tvpical, honest, credulous persons who place their faith in 
the tradesmen with whom thev were doing business. They 
are easy prey for operators such as the seller. The sales- 
man gave them the usual fast talk that has become so 
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familiar in these cases, and shuffled the papers around so 
that they did not get a look at what they were signing.’ 

After making three payments, the Franklins defaulted 
on the August 7, 1959 instalment but, the evidence showed, 
the finance company told them they could make payment 
by September 1, 1959. Prior to that date a check was 
mailed, but between 1 and 2 a.m. on September 2, and 
while the said check was already in the mail, the finance 
company repossessed the car. Then, although it had re- 
ceived the payment, the finance company refused to return 
the car without payment of a $30 repossession fee. Seem- 
ingly to add “injury to insult,” the finance company then 
sued for $374.07, the balance due (minus an insurance 
rebate) after crediting $600 received from resale of the 
car. 

The Franklins filed a counter claim for $2,000 damages 
for fraud and wrongful repossession 

In rewarding the Franklins $1,000 in damages (and 
$152.96 to the finance company to satisfy payments due 
on the car), Judge Hyde indicated the essence of the 
fraud perpetrated in this case when he said that the 
Franklins “were prevented by tricks, sleight of hand and 
sharp practices, from reading the provisions of the note 
and the contract.” 

By way of illustration, the following syllabuses, taken 
from cases in the District of Columbia and Arkansas, re- 
spectively, define the common law wrong of deception, 
constituting fraud, and liability therefor: 

“The gist of the action of deceit is the producing, with 
fraudulent intent, of a false impression upon the mind of 
the other party, and, if that result is accomplished, it is 
unimportant whether the means employed are affirmative or 
negative; that is, whether they consist of words or acts, or 
amount to no more than a concealment or suppression of 
material facts particularly within the knowledge of the guilty 
party. 

“To sustain action for fraud and deceit, representation must 
relate to material facts, be knowingly false, be made with 
intention that it be acted upon by person to whom made, be 
made to person ignorant of its falsity, be relied on, and be 
proximate cause of damage.” 


In Conclusion: One of the outstanding social benefits 
flowing from a personal right of recovery in damages for 
deceit and fraud is that it puts the responsibility for re- 
dress where it will be utilized most effectively, namely 
upon the individual citizen or consumer who has sustained 
the wrong. What the modern consumer needs, we believe, 
is a larger degree of the old-fashioned rugged individual- 
ism—initiative and responsibility—that characterized ou 
forebears in today’s battle to throw back virulent frauds 
that have crept into the market place. While, no doubt 
the consumer needs better tools if he can get them, than 
the law of fraud and deceit as presently applied, what he 
needs mainly is the willingness and the desire to go into 
court wherever and whenever the facts merit action. If 
this was done persistently it would very soon get around 
that it is unhealthy to engage in fraudulent dealings and 
sharp practices to the financial injury of consumers. The 
case of Mr. and Mrs. Franklin is very much in point. *** 





Inexpensive and Effective Stickers 


Past Duel 


immediate payment 
of this account is 
necessary to protect 
your credit record. 


C-2 Black on White 
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Charge accounts ALL BILLS 
are due and payable PROMPTLY 
when bill is rendered. They are 
past due if not paid within 30 days. 


C.5 Black on White 





PLEASE { 


SB) Now that we've reminded you, 


Sf 
an early remittance 


will be appreciated. 
THANK YOU / 








C-18 Black and Blue on Yellow 
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E==wwht your bills 


in full today so your credit 


will be good tomorrow. 


C-4 Black on Yellow 


C-19 Orange and Black on White 








By the way you pay 

YOouR you write your own 
CREDIT 
RECORD 


record im the files of 
the Credit Bureau 


———— —— 
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ait \1 TODAY 


NOW ... that we 
have reminded you, 
won’t you send us 
a check -- Please ? 


. 
MANY THANKS ! 








C-1 Blue and Yellow on White 


500. 


Please! : ~ 


This account is 
past due. 





C-3 Purple and Black on White 


THE BASIS OF CREDIT REPORTS 
Millions of cards mm the files of the 
Credit Bureaus ot the United States 
and Canada. form the basis of 
credit reports used by creditors and 
employers to judge the trustworth: 
ness of individuals 

Prompt Payments 

Make a Good 


Credit Record 


Past Due! 


May we have your 


1.000 ( assorted in lots of 100 only ) 4.50 check ? 


C-23 Green on White 





C-21 Red on White 


Just a Reminder 


Paying bills promptly 
builds a good credit 


record 


C-22 Dark Blue on White 


Stickers on this page are shown ac- 
tual size and are printed on high gloss 
gummed paper. 

Write today for free sample kit 
showing full line of stickers and 


inserts. 


You Don't Owe 
Us a Cent! 


We hope you will use y 
Charge Account this month 


R-8 Orange on White 


NATIONAL RETAIL CREDIT ASSOCIATION 


375 JACKSON AVENUE 


ST. LOUIS 30, MO. 





MR.EUGENE B.POWER 
UNIVERSITY MICROFILES 


Group Insurance Plan 
points the way... 


to sound protection IT GIVES YOU: 


--»Broad Life Insurance Benefits 
for you and ---Low Group Rates 


your family --+Prompt Claim Service 


Group Insurance plays a vital role in today's 


Write today for further information on the 
Your NRCA plan is designed spe 


NRCA plan to see how it will answer your 


or you. It offers the advantages of needs . . . then sign up and be a part of its 


rection at low group cost success 


NEXT ENROLLMENT DATE JUNE 1,1961 


For mplete in 
form, write tot 

National Retail Credit Associatior 
375 Jackson Avenue 


St. Louis 30, Missouri 











